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iT says LOOK AND BUY” 


to millions of Christmas buyers! 








ehbout Grand / ” tt es 
is Low and Christmas 1 near 





Jelly Server 


fa the Legacy pattern 
$s! , 





6 Ovster or Cocktail Forks 
Fa Mey Mniasty getters 
$4.00 





6 Cream Soup Spoons 


In the Silhouette pattern 
Senn 






Candlestichs 


In Her Majesty patios» 
per. . $10.00 
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i all the world there's nothing lovelier for Giving... or 


for getting... than silverware... quality silverware. And 


- . rub "exyeta Mish 
prices now are the lowest in years, for 1847 Rogers Bros. Double Vegetable I 


In the Ambastador patter 
..« Genuine Original Rogers Silverplate. Doesn’t that suggest $17.50 
the perfect Christmas thought to you and to your budget? 
Look over your list... look over the prices ...see how much oe aie tne 


you can get eee and give eee for so little. Most important, it is 







the same finely wrought, deep-lustered silverplate that has been A 
lamous for over eighty years. '« 
Write International Silver Company, 


Meriden, Conn., for Bookler M-28 \\¥r 
“How Much Silver Do I Need?” 





34-piece set of Her Majesty flatware 
Ia Ploventine Chest. Covers for eight, with 


r * 00 
knives and forks inthe smart, new Viende® ~— This mark appears on every In Her Majesty pattern ; $45 
shape $43.00. Or a 26-piece set $55.25 caeetale ogy anal ose pieed crise { S piece of “Her Majesty.” Itis Serving Tray . . $20.00 


3-Piece Tea Set 





may choose from in selecting your 1847 
Rogers Bros. Silverplate 


the mark of the International 


oT vade-Marh—Kalte: U. 8. Pus. Apotted Fer. Ancestral, Legacy, Her Majesty, Silhou- _ Silver Company...a guarantee of quality 
Canadian Regis Granted February 11 1930 ette, Ambassador, Anniversary 


1847 ROGERS BROS: 


et € oe FP £2 en TF = 


©1.S Co., 1933 A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 

















ERE’S an advertisement appearing just as the 
Christmas buying gets into full swing. An ad- 





The mark of the International 
Silver Company—a guarantee 
of quality. 





vertisement that features the 1847 Rogers Bros. INTERNATIONAL SILVER COMPANY 


Silverplate displayed in your store ... that fea- Ditties Case 
x 


tures gift items beginning at $1.50. Printed in four 
colors. Appearing in prominent back cover posi- 
tions in such publications as the Ladies’ Home NEW YORK CHICAGO SAN FRANCISCO 
Journal, Delineator and Redbook. A most power- 9-19Maidenlane MerchandiseMart 150 Post Stree 

ful and praetical sales advertisement for you! 


ST. LOUIS 


Ambassador Building 


ATLANTA 
Hurt Building 
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Just before the big presses are run, the 
editor gets his stone proofs. He has three 


BUSINESS pencils, one blue, one green and one red. He 
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Vv 
OPINION checks every editorial page in blue for Busi- 
ness Opinion, in green for Buying Facts and 
BUYING in red for Sales Energy. If the book balances 
VV opinion one part, statement of fact three 
FACTS ‘parts and sales energy six parts, then it is a 
well-balanced book and ready for the run. 
You as a subscriber may check, double check 
VVV ae and triple check with one pencil and see for 
yourself if the new Jewelers’ Circular clicks 
as an energetic co-partner in your store. 
Check | Page| GUIDE TO FEATURES = {7 the busy man Gems | Silver- |Watches| Gifts 
Jewelry | ware | Clocks |Artwares 
V| 39 | Speaking of the Jewelry Trade 
VVV| 42 | Fill the Christmas Sock @ a & a 
VVV| 44 | A Year Before Christmas . se Me ie 
VVvV)| 46 | Three Windows That Help Christmas Shoppers ¥ s a se 
V| 48 | Across the Editor’s Desk @ = 
VV<vV)| 50 | Merchandising Calendar x a @ Se 
VV<vV| 52 | Your Christmas Advertising—Will It Shout or Whisper?) § s Ps eA 
VVvV| 54 | “Christmas Lookers” Become Buyers When Properly 
Served | & s 
VvV| 56 | I’m Telling You & sf s 
VvV| 57 | The Gem Zircon r 
VVvV| 61 | Worth While Windows a 2 8 
Vv 63 | Duty on Unmounted Jewelry 8 
VV} 65 | Replacing Insured Jewelry os 
VVV} 91 | What About Your Christmas Gift Stock? * 








The Jewelers’ Circular, Published monthly and co 
as second class matter February 15, 1902, at the 


mg 1931, by the Jewelers Publishing Corp., 239 West 39th Street, New York. Entered 
‘ost Office, at New York, under the act of March 3, 1879. Subscription, $2 per year in U. 8. 
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THESE STAR STAMPS 
ARE OUR GUARANTEE 
- OF. DEPENDABILITY 


WATCH Cas 
Ee leKT GoLG ony pd 
A “ 
; 2" nt Sta 
gTAR PNY Coma, CASE 
The PANY. 
. Bkrgoo COLD Fire? 
AN WATCH 
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Stars new up-to-the -min 


models and designs. are. attract- 






ing many customers. It is not 











too late to complete your 


stock. Write your jobber today. 4 





STAR WATCH CASE CO. © 
: LUDINGTON, MICHIGAN 
NEW YORK OFFICE - 20 WEST 47TH ST. 
CHICAGO OFFICE - 35 &. WACKER DRIVE 


SAN FRANCISCO OFFICE. 704 MARKET ST. 
CINCINNATI OFFICE . 31 EAST FOURTH ST. 
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SPEAKING OF THE JEWELRY TRADE 42 4 a4 


4d 
One of the 


greatest pleasures in life is fighting 
for a right principle,” said Emil W. 
Kohn, president of the Retail 
Jewelers’ Association of New York. 
“Sometimes in this fight we may be 
beaten temporarily, but if faith 
means anything it means that what 
we believe is right will ultimately 
triumph. No question is ever settled 
until it is settled right.” 


£i 4 


4d 
gr Jewelers, of 


all merchants, should not lose their 
faith in Santa Claus,” said Harry C. 
Larter, president of the Jewelers Se- 
curity Alliance. “There will be a 
Santa Claus this year as there has 


Ww ANY GIFTS 
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A a SS oo 
been in every other year in the past 
half century and as there will be for 
years to come. I think I can speak 
with authority as I have seen over 
60 visits of Santa and their effects on 
industry. 

“The Christmas spirit manifests 
itself with the American people more 
strongly than in any other nation in 
the world, and whether purchases be 
large or small in amount, they will be 
many in number this year as at all 
times. It may be that the jeweler will 
not sell the extravagant pieces that he 
has in the past, and that the volume 
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of business will not be as great, but 
the number of sales can be large and 
the volume will be considerable if 
he will keep up his courage and use 
his best efforts to develop his Christ- 
mas trade. He has the first call on 








Ask Me Another 


—Have we definitely reached a turn in busi- 
ness? 

—There is little question of it in my mind. 

—How rapidly will the pick up come? 

—Just as rapidly as confidence can be trans- 
mitted to the great consuming public, by 
assurance that there will be jobs and work. 
Leadership has been provided. Now it must 
be aided in every possible way. 


Lance Tole 


President 








the public’s money as purveyor of 
gifts and he must cultivate this senti- 
ment by letting his customers know 
that his Christmas stock this year has 
gifts for every purpose and at prices 
that will fit every purse. 


£f= 
4 
“a outstanding 


development in the diamond industry 
this year has been the formation in 
London of the Diamond Corpora- 
tion,” said Albert Kahn of L. & M. 
Kahn & Co., the well know diamond 
importers and cutters of New York, 
lask week. “American dealers should 
fully realize the great advantages that 
must result from this amalgamation 
of the producers and distributors of 
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rough diamonds. The functioning of 
this organization assures the stabili- 
zation of the world’s diamond pro- 
duction. 

“The return of a fairly normal de- 
mand will quickly absorb the small 
floating supply of so-called “distress” 
merchandise which has temporarily 
affected values. An upward trend in 
the market must then develop due to 
the cost of producing new goods from 
rough bought from the corporation, 
and higher prices are inevitable.” 


££ 


4d | 
f any variety 
of sales tax is included in the govern- 
ment plans the jewelry trade must be 
prepared to pay its share of taxes 
to the Federal government,” said 


YOU'RE NOT GO NINAy BE THE SYMGOL CF THE 
JEWELRY 





Meyer D. Rothschild, chairman of 
the Tax Committee of the Jewelers 
Vigilance Committee last week. “But 
this does not mean that we will be 
content to be singled out among a few 
industries on whom it may be at- | 
tempted to place any large impost. 
While we must be prepared to ac- 
cept some form of a general sales or 
turnover tax, at the same time, we 
must be prepared to fight any dis- 
criminatory tax on so-called luxuries ; 
because irrespective of whether or not 
jewelry is mentioned in the forecast 
of such luxury taxes, they will un- 














doubtedly be included in the bills pre- 
sented to Congress. 

“A general sales tax or a turnover 
tax for a very small amount can be 
passed on by the merchant to the pub- 
lic and become a part of the cost of 
doing business, but a special luxury 
tax or, in fact, any tax that discrimi- 
nates one industry against another, is 
a burden on the dealer who pays it 
and often cannot be passed on owing 
to competitive conditions. 

“While the jeweler may have to 
fight the idea of a merchandise sales 
tax in proposed State legislation, he 
should accept it in Federal legisla- 
tion as the least of the evils that will 
be proposed.” 


222 
4d 
The challenge to 


the trade association at the present 
time is to organize and plan a pro- 
gram in specialized fields for meeting 
the economic problems of the mo- 
ment,” said Frank M. Feiker, di- 
rector of the Bureau of Foreign and 
Domestic Commerce, in a recent ad- 
dress. “We must have more eco- 
nomic and trade association work. I 
do not wish to minimize the impor- 
tance of organized groups’ relations 
to the legal problems of the trade, 
but if the trade association of the 
future is to live up to the implica- 
tions of the many proposals which 
have been presented as a basis for the 
future control of business enterprises, 
it must be economic and not legalistic 
in primary purpose.” 


222 
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t is a common 
misconception that all yellow stones 
are topazes and that all topazes are 
yellow; but neither statement is true,” 
according to I. Aitkens of the United 
States Bureau of Mines. “The real 





topaz is a rather rare mineral, and a 
large number of yellow stones that 
masquerade as topaz are nothing 
more than yellow quartz, known as 
citrine, but almost universally called 
topaz. ‘The true topaz is often called 
‘Brazilian’ topaz by the jeweler to 
distinguish it from yellow quartz; 


nevertheless, both terms are freely 
applied in trade to other yellow 
stones. 

“Topaz is considered the most 
popular yellow stone for jewelry and 
is often used as the principal stone in 
brooches or pendants, especially in 
old-fashioned ornaments. However, 
many other species yield pretty yellow 
stone, some of which are far more 
numerous and less costly than the 
topaz. True or Brazilian topaz is 
noted for its hardness; very few min- 
erals are harder. It will cut quartz 
and tourmaline easily, but is very 


brittle.” 
£2¢ 
dd 
Dhue is a distinct 


difference between selling at reduced 
prices and blatantly announcing to 
the world that your prices are cut in 
half,” said Otto D. Wormser, former 
president of the Nationl Jewelers 
Board of Trade. “I think many 
jewelers who are doing the latter at 
the present time in connection with the 
sale of the very finest gems and pearls 
are making a serious mistake, for they 
are helping to shake the public’s con- 
fidence in the value of jewelry. It 
may be necessary at times for a man 
to reduce his prices or even incur a 
loss in order to make a sale of his 
more expensive pieces. This does not 

















affect the jewelry business, as a 
whole, but advertising of the kind 
that has recently appeared in various 
cities does so. You must remember 
that for every present buyer whose 
attention may be attracted by the 
blatant window signs and advertise- 
ments of this kind, there are thou- 
sands of potential buyers and buyers 
of the future, who will see this and 
lose their confidence in the value of 
fine gems. It is questionable whether 
many more sales of fine pieces are 
made as a result of this advertising to 
people who are not already in the 
market for such jewelry. 


£22 


_— imports continue 
to show an improvement, the total 
value of these gems brought in during 
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September being announced by the 
Department of Commerce as $1,711,- 
326 as compared with $1,480,128 in 
August. Of the total imports in 
September the value of the cut stones 
is given as $1,398,570 and that of the 
rough, $312,756. A small amount of 
the rough came from the Syndicate 
as but $14,500 was the amount of the 
shipments from England. On the 
other hand $215,299 came from Bel- 
gian diamond centers and $73,317 
from South Africa. 


£22 
Spekig of the 


resolution passed by the Detroit As- 
sociation of Insurance Agents that 
decried the policy of certain insur- 
ance company adjusters in sending 
loss claimants to designated dealers 
who make replacements at a discount, 
Harry B. O’Brien, vice-president of 
the Gorham Co., said that this was 
news of the right kind that should 





bring encouragement to the jewelry 
trade. “Since the adoption of our 
price maintenance policy,” said Mr. 
O’Brien, “we have had many letters 
from jewelers advising that it was 
customary for them to give insurance 
companies a discount on silverware 
for replacements. We have invariably 
replied that during the past 10 years, 
according to our knowledge, there 
has been no industry that has made 
the profits or piled up a surplus like 
the insurance companies, and further 
more that, when they insure against 
loss or theft, they charge the full pre- 
mium on replacement at retail prices. 
Therefore, they should pay full retail 
prices for this replacement merchan- 
dise. The jewelry industry needs the 
profit much more than the insurance 
companies do.” 


Eye) 


“ : ‘ 

t is most important 
at the present time to emphasize the 
fact that the high standards of quality 
for which the real jewelers of the 
country have always been noted have 
not been changed in any respect,” 
said H. C. McCormack of T. C. 
Tanke, Inc., Buffalo. “It is equally 
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important to emphasize the fact that 
the public is now given the full ad- 
vantage of the present low costs of 
platinum, of silver, of labor and of 
certain sizes and quality of diamonds. 
Therefore, the present time affords 
the best opportunity in years for the 
public to purchase platinum and di- 
mond jewelry. There is no doubt 
that all costs in these lines will ad- 
vance sooner or later and present 
prices cannot last.” 


the retailers’ competition 
with the catalog house, with the so- 
called industrial jobber, with the fly- 
by-night auction, as well as the many 


special sales of distressed merchandise 
are all bad enough, but this year a 





new form of competition has come to 
him through the action of many na- 
tional fraternal associations, such as, 


the Eagles, the Moose, etc. These 
associations in making drives for 
membership are offering watches, 


clocks, jewelry and other articles as 
premiums, under conditions whereby 
the premium given for the member- 
ship is often so valuable that it could 
not be sold by the retailer for the full 
amount the applicant pays to join. 

In reference to a recent elaborate 
circular sent out by the Fraternal 
Order of Eagles in a silver anniver- 
sary drive, Albert S. Samuels of San 
Francisco said: “This is one of the 
contributing factors to our present 
condition and exemplifies to an ex- 
tent what is wrong with the jewelry 
business. A comparison of the prices 
will show that the competition .and 
misrepresentation here is far worse 
than we suffer from the worst type 
of pawnshop.”’ 


£22 
Tews are three good 


ways to increase volume this month,” 
says R. M. Hay in the Conference 
bulletin sent to the members of the 
Ohio Retail Jewelers Assn., viz: 
—“Your Advertising 
—‘Your Window Displays 
—Your Store Itself 
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“People have been ‘Saled’ and 
‘Reduced Priced’ to death. They are 
fed up on this type of advertising and 
have become suspicious of it. Yet they 
are smart enough to shop where they 
think they can get their money’s 
worth. Too much sale advertising 
will lower the prestige of your store, 
and institutional advertising will not 
get results. 

“Why not print some frank state- 
ments of FACTS on how your whole 
stock is now based on the new 1932 
low price levels. Back this up with a 
list of varied articles that illustrate 
your new values. If you like—show 
both the old and new prices.” 


4d 
‘We fight against the 


watch smuggler is to be carried on 
with renewed force and vigor,” said 
Henri Schwob, former president and 
now secretary of the American Watch 
Importers Association. ‘What is 
more, we intend to go after the con- 
traband goods to a greater extent than 
ever before. Jewelers who are offered 
these movements at ‘bargain prices’ 
should realize that they are running 
the risk of losing their entire invest- 
ment because no smuggler can give 
title to merchandise clandestinely im- 
ported and the government has the 






WE WANT THOSE 
WATCHES / 


wal 


right to bring forfeiture proceedings 
against smuggled goods, no matter 
into whose hands they may come. 
Such an action is a proceeding in rem 
—against the goods themselves for be- 
ing: improperly here, and the burden 


_ Of proof is on the claimant to show 


the merchandise paid duty and that 
the has proper title to it. 

“The wise buyer of watch move- 
ments will know the reliability of the 
people from whom he purchases and 
also that the movements have paid 
the proper duty. The watch buyer 
knows when he is buying a watch 
below the market price for the real 
buyer knows the legitimate duty on 
watch movements and what they can 
be imported for. If the merchandise 
is once seized by the government, the 
unpleasant publicity coming to the 
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holder cannot be stopped, no matter 
how innocent he may feel himself to 
be. This is a point to think of before 
purchasing and not after the prosecu- 
tion is commenced.” 


222 


( cnpignibaltiee to 
George Lunt, dean of the silver trade, 
who recently celebrated his $0th year 
in that industry. The good wishes 
expressed by the employes of the 
Rogers, Lunt & Bowlen Co., which 
he has so ably managed for more than 
three decades and the tributes of his 
associates in the Sterling Silversmiths’ 


SILVER 
TRADE 


Guild of America, when this anniver- 
sary was celebrated at Greenfield, are 
echoed not only throughout the silver 
industry but by a large part of the 
jewelry trade where he is so well 
known. George Lunt is a real 
American silversmith who has helped 
to carry on the best-traditions of the 
craft of the past into the silversmith- 
ing business of the present day. 


£22 
4d 
"Vw can develop 


business by creating a desire to buy 
jewelry not necessarily for the article 
itself, but for the pleasing results 
that it might produce.” This was the 
theme of a talk by Carroll C. 
Seghers, manager of the Gruen 
Watchmakers’ Guild, in an address 
before the Greater Cincinnati Retail 
Jewelers’ Association recently. “For 
instance,” he said, ““a woman passing 
a jewelry store and seeing a silver 
platter might not think of buying the 
article itself, but if with the aid of a 
good display you could be lead to the 
belief that this platter might prove 
highly pleasing to her guests or that 
it would prove an important link in 
the decorative scheme of her display 
when she had her next party, she 
would probably walk into the jewelry 
store and buy it on the spot.” Fun- 
damentally, Mr. Seghers advised the 
retail jewelers to apply a little psy- 
chology to their sales possibilities 
rather than try to sell jewelry on a 
price basis alone. 
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hadienatone are that 
the leading retail jewelers of the country are this year 
planning as never before to make the Christmas 
season a profitable one. Intensive merchandising plans 
are being formulated and put into effect. Alert mer- 
chants are employing thoughtful strategy to capture a 
legitimate share of the elusive Christmas dollar. The 
promotional plans of 12 outstanding jewelry merchants 
outlined in the following paragraphs may be applicable 
also to your store; adapt and adopt those plans which fit 
in with your merchandising scheme and build for a more 
productive holiday business. 


Rank & Motteram Co. 


First we hear from Henry W. Rank, of the Rank & 
Motteram Co., Milwaukee, Wis.: 

“We are taking advantage of every opportunity in 
bringing to the public’s attention the new low prices 
which the manufacturer has placed on his merchandise. 
However, we sell the higher grade article, wherever pos- 
sible, for we feel it is in keeping with the standards of a 
successful jewelry store. 

“For promotional work we use the radio, the newspa- 
pers, direct-by-mail, special Christmas catalogs and ap- 
propriate and up-to-date windows. What is more neces- 
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CHRISTMAS SOCK 
JEWELERS TELL HOW « « ¢ 


sary than anything this year is to move merchandise. 
Every concentrated effort in the way of promotion and 
advertising is along the right line for success, this year 
particularly. 

“Price has a place but the practice can be abused. To 
pick out certain outstanding values and make this appeal 
from the standpoint of individuality and quality and con- 
fidence that the public has in the jeweler, are very strong 
factors that help make sales. 

“Window display is one of the most powerful means 
for creating sales that the jeweler has, for people are 
interested in seeing merchandise and there are thousands 
to whom the appeal can be made in the windows com- 
pared to the few who come into the store. 

“We have a large mailing list which is kept alive con- 
tinually by adding the names of new accounts on the 
books and names that come through our repair depart- 
ment. We have this list checked twice annually by the 
post office department so as to have as little waste as 
possible. We feel that a well-selected mailing list to 
people who are more or less the kind of customers for this 
type of store, is a great asset for the jeweler’s promotion. 
We also use special lists in lines of business which are 
particularly successful, or such places where people are in 
the habit of waiting, such as beauty parlors, dentists, 
barbor shops, etc.”’ 


B. H. Stief Jewelry Co. 


Next, we hear from J. A. Cayce, president of the B. 
H. Stief Jewelry Co., Nashville, Tenn.: 

“We will use the newspapers almost entirely in our 
Christmas advertising campaign this year, supplemented 
by a short radio program twice a week from now until 
Christmas. 

“It is our belief that this year more than ever the 
price appeal will have more results than the efficacy of 
fine quality of merchandise, as we believe customers are 
going to want more for their money than at any time in 
the past. 

“We always have our store decorated in Christmas 
colors, and we cooperate with the retail merchants of 
Nashville in decorating the entire city with holly and 
colored lights, and put special emphasis on early Christ- 
mas shopping. 

“We are not placing particular stress on the customer 
mailing list as we believe the field is too limited for this 
year’s business and that we must make use of our ad- 
vertising money where we can make an appeal to a larger 
number of consumers not reached through a direct-by- 
mail campaign.” 


A. A. Everts Co. 


Myron Everts, general manager of the Arthur A. 
Everts Co., Dallas, Tex., advises: 
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“I think the jeweler is overlooking an opportunity if he 
does not urge the Christmas buying of ane on the “lay- 
away” or some other similar plan. 

“The jeweler is fortunate in that he can talk about 
Christmas gifts earlier than some other merchants. We 
begin talking about Christmas early in October and usual- 
ly have a number of watches put aside at that time for 
Christmas gifts. 

“The jeweler should get in his best work early, since 
he cannot compete with the department store advertising 
at Christmas time. But I do think that the jeweler can 
have people talking about jewelry for Christmas gifts 
away ahead of his competitors. 

“The jeweler can decorate his store ahead of other 

(Turn to page 71) 











Square Deal Miller, jeweler, of De- 
troit, Mich., with bright clever advertis- 
ing has built an unusually large business, 
located far from the ‘bustling retail 
shopping district. 

Earl Miller, who operates the busi- 
ness, describes the Christmas plan, 
which he believes will attract many cus- 
tomers to their store. 
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A Christmas window used by Square Deal Miller. The sentiment and spirit expressed in this idea was a tribute to effective silent selling. 


BEFORE CHRISTMAS 


by 


EARL MILLER 
SECRETARY - TREASURER 
SQUARE DEAL MILLER, JEWELER, 
DETROIT, MICH. 





“Our Christmas business will not be a happen- 
stance,” says Earl Miller. “All through the year we 
have been preparing for the holidays, our big oppor- 
tunity. A good Christmas business cannot be built 
up in a few days, or even a few weeks before the 
holidays. If a jeweler wants people who do not 
ordinarily buy much jewelry to patronize him during 
the holidays, he must sell all through the year 
articles that will bring them into the store at least 
occasionally.” 








don have always recognized 
Christmas as The Big Opportunity. Though sales may 
be small during the rest of the year, all look for big re- 
turns during the holidays. “For isn’t that the time when 
people buy diamonds and watches, jeweled bracelets and 
rings ?” 
Maybe people used to buy diamonds then. But they 
didn’t do it much last Christmas. And the watches, 
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bracelets and rings they purchased did not all come from 
jewelers’ stores, either. Business is changing. Last year 
it was the department store that got the dollars, and the 
haberdashery. Jewelers who had been catering to the 
Stuyvesants during the year needed the Smiths and the 
Sweeneys at holiday time. But the Smiths and the 
Sweeneys tripped merrily by, gaily intent upon their 
errands in the crowded stores with which they were 
familiar. 

That is where we all go when we have money to 
spend; where we have traded before and feel at home, 
where there is a friendly atmosphere. So a good Christ- 
mas trade cannot be built up in a few days, or even in a 
few weeks, before the holidays. It is the result of making 
people feel at home in one’s store the whole year through. 
If a jeweler wants people who do not ordinarily buy much 
jewelry to patronize him during the holidays, he must 
sell all through the year articles that will bring them into 
his store at least occasionally. Nor can he expect much 
of their Christmas trade if, after selling at popular prices 
during eleven months, he puts on high price tags during 
December. The buying public well knows today that it 
has the dollars the dealers are fighting to get, and it is 
going to spend them where it gets a square deal all around 
and where conditions are most pleasing. 

So firm is my belief that these are facts that outside 
our store we have a man who helps customers park their 
cars and places our card in the windshield to prevent 
towing away of the machines. So motorists who want 

(Turn to page 95) 
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By GEORGE VALLIS 


ake a tip from the 


department store window dresser who plans and prepares 
Christmas, and, in fact, all displays, well in advance of 
installation date. 

If you were going to build a house, you would not 
assemble a lot of lumber, cement, bricks, and other ma- 
terials, and then start putting them together. No, you first 
plan, visualize the finished building. And so with your 
window display, see it finished before you start it. I stress 
this point, because, to my mind, it is the difference be- 
tween good result-getting windows and the other kind. 

Watch your vision angles. That is, see how the goods 
greet the window shopper from outside. If you have 
noticed jewelry windows in general, you will see rows 
of watches, rows of pendants, rows of this and that. Just 
like soldiers lined up for inspection. This is too monoto- 
nous. Arrange the merchandise at various angles, some fac- 
ing left, some right. In that way you have an eye-catching 
offering for both up and down the street travel. 

One item windows. Don’t mix up conflicting lines in 
the one window. It stamps yours as a backwoods store. 
And this is no reflection on even the small town store, for 
they, too, should use the same plan. If you have a long 
window use dividers and show related merchandise in 
each section. 

You read and hear much about the public becoming 
less jewelry conscious than ever. If this is true your win- 
dows can do much to correct this situation. 

Generally, today, a jeweler’s window in Boston is ar- 
ranged and looks the same as a jeweler’s window in St. 
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No. | is for window having entire 
background lift up on cords and 
pulleys. Back panels and steps made 
of display board, covered with green 
velvet paper. The tubular vases, 
with artificial holly sprays are cov- 
ered with silver paper or craftene, 
as is the floor. The center tree is 
covered with green velvet paper. 
The circular holes are backed with 
gelatine of various Christmas colors. 
Light with flasher button at back. 
A deep red velvet or brocade cur- 
tain background would add effec- 
tiveness to the window. 









































Nothing will stimulate your Christmas business 
like effective windows. This will be a year of in- 
tensive window shopping, everyone desiring to make 
his Christmas dollars buy the best values possible. 
‘Use your windows as the silent salesman for your 
business. Let them reflect the merchandise, spirit 
and atmosphere of your store. Don’t be afraid to 
show merchandise, particularly this year and don’t 
hesitate to put price tags on the articles displayed. 
Do everything in your power to persuade lookers to 
become buyers by developing your windows so they 
fairly shout ““Won’t you come inside.” These three 
windows can be arranged with little cost, but they 
will produce large results. An expert has designed 
them exclusively for THE JEWELERS’ CIRCULAR. 








Louis. This lack of individuality can be overcome by 
giving additional thought for different effects and plan- 
ning out the work. 

Some jewelers will say it lowers the dignity of the 
jewelry business to get away from the set type of display, 
established for years. That anything tending to the 
frivolous or spectacular tends to detract. It’s only a few 
years ago that the banking business frowned on adver- 
tising as being undignified. Well we know how that 
business has increased since advertising started working 
for it. The way it is done is what counts. 

For instance—Place crystal pendants in your window, 


THE JEWELERS’ CIRCULAR 
for December, 1931 















as you received them on white cards, and you have less- 
ened their value at once. You see that’s the way the 10- 
cent store shows jewelry. Take these same pendants from 
the card, mount them on a black velvet covered plaque, 
tipped in the window at the right angle. This will aug- 
ment their beauty and add to their value in the shopper’s 
eye. And what’s true for pendants is true for everything 
in your store. Plan its display, and sell more. 

Well enough for these generalities now. Pages and 
pages could be written on same, and no doubt they would 
be helpful. But, let’s get to the planning of our Christmas 
windows. 


; windows are trimmed 
from the back, standing on the floor of store and 
reaching into the windows. Remembering this is very 
important in planning special settings. And the type of 
permanent background also has to be considered. 

All of these settings are flexible, and can be rearranged 
into other setups. Being separate pieces this is possible. 
All pieces are made of the cellular display board, easy to 
cut with a sharp knife. The joints are made with gummed 
paper. 

Many stores have sets of heavy paper steps which have 
become faded or torn. These can be recovered, and save 
time of making others. 

Because of moderate cost I have quoted papers as the 


AL! HOLIDAY SHOPPERS 


covering, but there are many other rich and beautiful 
materials on the market for this purpose. Don’t use too 
much of a design in your covering materials. The plainer 
surfaces show up the jewelers’ merchandise more effec- 
tively. The materials mentioned may all be purchased in 
Chicago or New York from such houses as the Display 
Center, Inc., which has offices in both cities. 

The same ideas can be used in windows with open 
back. It would be necessary to put up a rod for the back 
curtain, and to paint the back of panels and set pieces 
showing inside the store. Wood and other fixtures can 
be combined with these. 

Nothing has been mentioned in this article regarding 
the illumination of your windows. You will need the 
largest flood of light you can possibly get to emphasize 
not only your merchandise but to catch the eye of the 
night window shoppers. 

If you have some special items to be featured you can 
use a small spotlight that will focus attention on the 
merchandise displayed. Resorting to color effects, if skill- 
fully handled, will produce an interesting result. 

Nothing will make your merchandise sparkle like clean 
unsmeared windows. Have them cleaned early in the 
morning and late in the evening to make them more 
inviting. 

Frequent change of merchandise is a necessity during 
the holiday buying period. 








No.2 










































































No. 2—This display ideal for window having door at 
each side. The center panel can be a scene or mo- 

. tion display. Against a permanent background of 
mahogany or other wood, the steps and set pieces 
covered with silver and the floor of dark green would 
be attractive. 


No. 3—This window is more ornate with the decora- 
tive side panels acting as fixtures. The triangular 
shelves are used for showing silver, clocks, crystals 
on forms or pads. The color scheme can be a vari- 
ation of green, silver and red. This plan is for win- 
dow having center door. 
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Poor Economy 


NDER present conditions it 
U is natural for merchants to 

cut down expenses and cut off 
every fixed charge possible, but ex- 
treme care should be taken in such 
curtailment. 

There are certain expenses that no 
far-sighted merchant can afford to 
discontinue. ‘These are the expenses 
resulting from his membership in his 
business and protective associations 
and his subscription to his trade jour- 
nal. Never has there been a time 
when the retail jeweler needs the 
service of his State association, of the 
Jewelers’ Security Alliance and THE 
JEWELERS CIRCULAR as much as he 
does today. Spending for these items 
is not only necessary, but is an in- 
vestment for protection and profit. 

The action of the retailer who 
seeks to save a few dollars on dues 
and subscriptions is an outstanding ex- 
ample of the maxim, “Penny wise and 
pound foolish.” 


e*o re 


Smuggled or Stolen 
| Merchandise 


HE abnormal conditions of 
business has produced “bargain 
hunters” to a greater degree 
than usual, but a word of caution 
should be sounded to those buyers 
who are now making price their only 
object, namely: Beware of stolen or 
smuggled merchandise. 

The danger is twofold: Danger of 
prosecution and danger of having the 
merchandise confiscated. While the 
innocent purchaser may ‘be able to 
escape the first, none may™be gure of 
escaping the second. , 

Remember, that under no circum- 
stances can a thief or a smuggler give 
title to merchandise nor can good 
title be given by a subsequent owner 
despite the fact that it may have gone 
through many hands. A stolen article 
may be recovered by the owner or a 
smuggléd article may be forfeited to 
the government, irrespective of the 


innocence of the holder, or the fact 
that he had bought it in good faith. 

One way to avoid this danger is to 
know the commercial pedigree of the 
merchandise you purchase or the re- 
liability of the firms from whom you 
purchase it. 


4 4 


Jewelry a “Necessity” 


IAMOND bracelets may be 
D as much of a necessity to a 

wealthy man’s wife as grocer- 
ies may be to the wife of a workman. 
This is not the dictum of the jeweler 
but a principle laid down by Judge 
Paul McWilliams of the Superior 


“ 
T Christmas Club Savings 


About $600,000,000 is being dis- 
tributed to the people of the 
United States by the various banks 
as a result of Christmas Club sav- 
ings. Despite the depression, the 
amount saved for spending prac- 
tically equalled that of last year 
and it is, consequently, expected 
that the amount of local spending 
throughout the United States in 
the next week or so will be on a 
scale even greater in proportion 
than has occurred in previous years. 

The estimated distribution of 
various sections is: 


New England States. .$ 79,170,000 
New York, New Jersey 

and Pennsylvania... 232,000,000 
Ohio, Indiana, .Wiscon- 

sin, Michigan and 

ee aaa 154,000,000 
Minnesota, Ohio, Mis- 

souri, North Dakota, 

Nebraska and Kansas 28,000,000 


South Atlantic States. 41,800,000 
Kentucky, Tennessee, 
Alabama and Missis- 
orn ee 13,000,000 
Arkansas, _ Louisiana, 


Oklahoma and Texas 15,700,000 
Mountain States..... 8,000,000 
Pacific States....... 


The above does not include postal 
savings that have accumulated espe- 
cially for Christmas presents. 

The spirit of Christmas is not 
dead. There is a Santa Claus and 
the people of the United States 
will know it when this great 
Christmas fund is spent in the next 
few weeks. 

What are you doing to get your 
share of the sales that will come 
from the distribution of this vast 














amount? : 
a 
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Court of Chicago in a decision handed 
down early in November. The suit 
decided involved the liability of 
James Stanley Joyce, a lumber dealer, 
for a jewelry bill of $16,738 con- 
tracted by his wife, Nellie M. Joyce. 
The plaintiff was E. M. Gattle, a 
New York retail jeweler, who had 
sold Mrs. Joyce two diamond brace- 
lets and a diamond brooch. He had 
given her credit on the strength of 
Mr. Joyce’s responsibility and claimed 
that Mr. Joyce did pay $6,500 on 
account. 

In defending the suit, Joyce’s at- 
torney claimed that he was not re- 
sponsible, as he gave her a large 
allowance from which she was sup- 
posed to pay her own bills. Judge Mc- 
Williams’ decision that the jewelry 
was a necessity and as such, the lia- 
bility of a husband, came as a surprise 
to the defendant who will appeal. 

The entire jewelry trade will 
await the decision on the appeal with 
interest as the point decided is of 
vital importance to the industry. 

Mr. Joyce’s former wife, Peggy 
Hopkins Joyce, is the owner of one 
of the most beautiful diamonds in the 
country. 


q+ ¢ 4 


Burma Rubies 
REPORT received here from 


India states that the Burmese 
ruby seems destined to fall back on 
the native miner for its extraction. 

The deposits, the report states, 
cover an area of some 600 square 
miles and the existence of rubies and 
sapphires have been known for cen- 
turies, the original tract becoming the 
property of the ruling Burmese mon- 
arch in 1597. Small claims have 
long been worked by native miners 
and it is they who now continue the 
extraction of the precious stones by 
primitive methods since the Burma 
Ruby Miners Co. has ceased to func- 
tion. 

Production is therefore expected to 
be spasmodic and if not later under- 
taken by a large company is likely to 
decline to insignificant proportions. 
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Advertising Standards 


HE fair play standards in ad- 

vertising urged by the Better 
Business Bureau of New York City 
and endorsed by the leading New 
York merchants bid fair to become 
national in scope. ‘The formula for 
good advertising approved in New 
York has already received the en- 
dorsement of not only the leading 
advertisers of the country, but the 
Better Business Bureaus and associ- 
ations of many cities. . This formula 
is expressed in the opening of a letter 
sent to retail advertisers, which 
reads: 


“We hold it to be self-evi- 
dent that advertising which is 
fair to the public, fair to the 
media which convey the ad- 
vertising message, and fair to 
the property interest which all 
business has in the good-will 
of the buying public, should 
be based on these fundamen- 
tals: 


That all statements, and 
accompanying illustrations, 
be accurate and truthful in 
fact and in the impression 
they create. 


That all statements, in 
fact and in effect, be fair to 
all competitors. 


That all statements be 
designed to conserve and to 
increase, and in no way to 
impair, the public confi- 
dence in all legitimate ad- 
vertising and in all legiti- 
mate business.” 


Then follow recommendations of 
what should be omitted from adver- 
tisements, which includes statements 
which tend to disparage or reflect ad- 
versely upon the prices or practices of 
other stores or which proclaim a 
policy to undersell other competitors 
or reduce prices purely for the sake 
of meeting competition. 

To the general principles as to 
fair play in advertising as enunciated 
above we feel the jewelry trade can 
heartily subscribe. 
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Christmas Spirit Will Produce Gift Buying 





Marking Plated Ware 


ANY inquiries _ received 
within the last few months 
as to the marking of watch- 

cases would indicate that the jewelry 
trade has forgotten that there is a 
National Stamping Law covering 
quality marks. Most of our inquirers 
seem to be under the impression that 
the only regulation of watchcase 
marking in interstate commerce is em- 
bodied in the trade practice rules 
agreed to by the watchcase industry 
and accepted by the Federal Trade 
Commission. 

It is, therefore, necessary to call 
attention to the fact that while the 
trade practice rules referred to may 
govern the thickness of the plate used 
upon watchcases of various types, the 
National Stamping Act which went 
into effect in June, 1907, contains 
a distinct provision covering the mark- 
ing of all merchandise covered with 
gold and silver plate. It provides 
not only for the quality of the gold 
used but for certain words that must 
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be placed upon the article wherever 
the karat mark is used to indicate the 
quality of the plating. 

This is to be found in Section 4 
and is to the effect that where such 
plated article is stamped or branded, 
either on the article itself or on any 
tag, cover, wrapper, etc., with a word 
or mark usually employed to indicate 
the fineness of gold, this word or 
mark must be “accompanied by other 
words plainly indicating that such 
article or part thereof is made of 
rolled gold plate, gold plate, or gold 
electroplate, or is gold filled as the 
case may be.” 

In regard to articles made with a 
plating of silver, neither the word 
“sterling” nor “coin” may be used 
alone or in conjunction with other 
words or marks upon the article or 
upon its box, cover or wrapper. 

Provisions similar to those of the 
National law are also to be found in 
the stamping laws enacted by such 
States as North Carolina, Colorado, 
Rhode Island, New Jersey, Mary- 


land, Iowa and Wisconsin. 





MERCHANDISING 


The Month of Greatest 








The spirit of 

Christmas is giv- 
ing. Start the month 
with this in mind, 
feature it in your ad- 
vertising and urge 
early purchases. The 
Turquoise is the gem 
of the month. Dis- 
play TURQUOISE 
JEWELRY today. 


December is the 

gift month of the 
entire year. Start 
your advertising cam- 
paign today by send- 
ing out a friendly 
letter and a_book- 
let or folder describ- 
ing and. illustrating 
Christmas gift sugges- 
tions. Feature 


WRIST WATCHES. 


Start your news- 

paper advertising 
drive by promoting 
early Christmas buy- 
ing. Get the people 
to thinking about 
purchasing Christmas 
gifts while your stock 
offers the best selec- 
tions. Display 
STERLING SILVER- 
WARE. 


Be ready today 

with an attractive 
Christmas window 
display of fine dia- 
mond set JEWELRY 
and WATCHES. Use 
holly wreaths and 
evergreen festoons in 
windows and about 
the store. Red and 
green are the Xmas 
color. 





Prepare for a big 

sales day. Early 
Christmas shoppers 
should keep you 
busy. Feature spe- 
cials and move out 
slow selling stock 
presented in attract- 
ive boxes. Make 
your advertising ring 
with the spirit of 
Christmas. 





Display carefully 

selected COS- 
‘TUME JEWELRY 
and prepare your ad- 
vertising to attract to 
your store those who 
cannot afford the 
higher priced mer- 
chandise Promote 
store traffic by care- 
ful attention to cus- 
tomer needs. 


1 Fine _ station- 

ery deserves a 
place in your Christ- 
mas sales campaign. 
Arrange a display in- 
cluding gold _ pens 
and pencils, fountain 
pens and desk sets. 
Fine Christmas cards 
may also be shown in 
this window arrange- 
ment. 





Start the new 

selling week with 
a window display 
featuring ELECTRIC 
CLOCKS. Use poin- 
settias and Christmas 
bells in the window 
decorations. Be care- 
ful not to overcrowd 
the display. Advertise 
electric clocks for 
Christmas gifts. 


Prepare a Christ- 

mas letter for 
your entire mailing 
list. Make it reflect 
the spirit of the sea- 
son and extend a 
cordial invitation to 
visit your store. Fea- 
ture a list of selected 
articles for young and 


old. 





11 Feature 
SILVER 
PLATED WARE in 
window displays and 
advertising copy 
today. Stress present 
low prices and excel- 
lent design selections. 
Build customer ap- 
peal around these 
facts and emphasize 
utility value 


1 Plan another 

weekend = spe- 
cial sale for today. 
Display novelty mer- 
chandise on _ price 
tables. Demand for 
CHINA and GLASS- 
WARE for the 
Christmas table and 
for home use may be 
promoted by window 
displays. 











1 With Christ- 
mas less than 
two weeks ahead in- 
crease advertising 
space. Feature fine 
JEWELRY and 
dainty WRIST 
WATCHES for girls 
and GOLD KNIVES 
and PENCILS, 
WATCHES and 
RINGS for boys. 





1 Rearrange 

your window 
displays for today. 
A small Christmas 
tree or neatly ar- 
ranged Xmas scene 
used as a background 
will attract added at- 
tention to your gift 
offerings. Show fine 
perfumes in attrac- 
tive containers. 





1 Start using 

carefully pre- 
pared advertising 
aimed to help the 
public to select suit- 
able gifts. List pres- 
ents for father, 
mother, brother and 
sister. Arrange your 
window displays to 
key with the adver- 
tising copy. 
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Selling Opportunities 








1 Make “Gifts 

for Men” your 
slogan for today. Ar- 
range your window 
displays accordingly 
showing CIGAR- 
ETTE LIGHTERS 
and CASES, SIGNET 
RINGS, SCARF 
PINS, EMBLEM 
JEWELRY, 
and other gifts. 


18 Gifts for the 
home bring 
pleasure to all the, 
family. Table and 
standard LAMPS, 
BOOK ENDS, CAN- 
DLESTICKS, 
VASES and other 
articles are always 
welcome additions. 
Arrange a_ special 
showing today. 


19 The last. Satur- 

day before 
Christmas. Bargain 
shoppers will be out 
in force. Be ready 
for them with attract- 
ively presented gifts 
at tempting prices. 
LEATHER GOODS 
and MESH BAGS are 
acceptable Xmas of- 
ferings. 




















21 Start the 
Christmas sell- 
ing week with a spe- 
cial newspaper an- 
nouncement featur- 
ing novelty merchan- 
dise and slow moving 
stock attractively 
presented and priced. 
Make your copy ring 
with Christmas cheer. 





2 Turn last min- 
ute “lookers” 
into buyers by extra 
selling effort. Offer 
clerks a percentage 
on sales until Christ- 
mas. Change your 
window display ap- 
peal. Set a Christ- 
mas table to display 
SILVER, GLASS and 
CHINAWARE. 


2 Rearrange 


stock on price 
tables and in window 
displays ready for 
today’s sales. Pre- 
pare a striking news- 
paper advertisement 
based on price ap- 
peal and show JEW- 
ELRY, WATCHES 
and WATCH AT- 
TACHMENTS 





2 After Christ- 

mas shoppers 
will take advantage 
of bargain merchan- 
dise. Plan a weekend 
sale for today to 
clear out odds and 
ends. Price tables 
may be used to ad- 
vantage in promoting 
the sale. 














2 Turn public 


attention to 
your watch and jew- 
elry REPAIR SER- 
VICE. Suggest re- 
setting of old jewelry 
in modern designs. 
Urge customers to 
bring in their 
watches for oiling 
and cleaning. Dis- 
play costume jewelry. 





30 How about an 
exhibit of 
bridge prizes for 
today? Your stock 
offers many sugges- 
tions. Arrange a win- 
dow display and use 
advertising to catch 
public attention. A 
letter to a_ selected 
list will increase 
sales 











2 The day be- 

fore Christmas 
should find you pre- 
pared for “rush 
hour” shoppers. 
Many men are in this 
class. Gem set plati- 
num BRACELETS, 
RINGS and PINS, 
NECKLACES and 
PENDANTS may be 


featured. 








2 Attract trade 

today by offer- 
ing to exchange du- 
plicate gifts pur- 
chased at your store. 
Go over stock for 
New Year’s gifts Ad- 
vertise and display 
Sterling and plated 
silverware for the 
New Year’s dinner 


table. 





3 The last day 
of the old 


year. Prepare a win- 
dow display with 
“Father Time” as the 


keynote. Display 
clocks and watches 
and a neat placard 
listing important na- 
tional events of the 
year 





Now we bid farewell 
to 1931 and look 
ahead to the New 
Year. Renewed mer- 
chandising effort is 
necessary following 
the holidays. Step 
into January deter- 
mined to improve 
every selling oppor- 
tunity. 
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Let no jeweler fool himself 
about the methods of merchandising that will be used this 
Christmas to get business and the advertising that will 
be used to exploit these plans. It’s going to be a price 
Christmas, with some of the most astounding copy appeal 
that has even been used. Not alone will this be confined 
to department stores and specialty shops, which will make 
a powerful bid to get as much of the Christmas dollar 
as ingenuity and large advertising expenditures will per- 
mit, but entering this field for the first time, you can 
expect to see some of the conservative and highly regarded 
jewelry stores as well. There are few persons today, 
regardless of position, whose incomes have not been 
affected and who are not watching dollars just as eagerly 
as you and you and you. 

The jewelry trade, perhaps, will not experience for a 
long time to come a Christmas precisely like that of 1931. 
Like every other business it has been through an ordeal 
that perhaps permits for the first time unusual claims by 
retail jewelers during the Christmas selling. _Manufac- 
turing and raw material markets have become an im- 
portant factor in the revision downward of prices of 
many of the articles sold in jewelry stores. Add to this 
the financial situation, with much forced liquidation, and 
you have the answer why there will be unusual and 
daring claims featured in the Christmas advertising of 
many jewelers. This will include conservative firms 
whose integrity will be accepted and their price claims 
justified. Some of the best stores are resorting to this 
method of merchandising. They are compelled to by the 
onslaughts of department store advertising, not directly 
attempting to attract customers from the jewelry store, 
but by offering other merchandise which will draw the 
attention of Christmas shoppers to gifts sold, according 
to their claims, at “unheard of prices.” 

We are not attempting to write a formula or plan that 
will meet every situation for your Christmas advertising, 
but are merely reciting the facts as they exist from in- 
quiries among a number of jewelers throughout the 
country. 

Few items exist in the jewelry stores today that can- 
not be featured in a manner that will be a magnet in 
drawing customers into the store. Plan a complete cam- 
paign of advertising after you have determined your 
policy of appeal. You have two choices to select from. 
An astounding sale with claims you can substantiate re- 
garding lower prices and outstanding quality, and sup- 
ported by a reputation in your community for integrity 
and fair dealing; and the second, emphasizing quality, 
value and the sentimental appeal of giving a gift of 
prestige and distinction without a sale atmosphere. 

To successfully conduct a campaign based upon price, 
large newspaper space should be used. In a campaign of 
this character you are competing with other stores what 
are featuring price, with all screeching at the customer 
hoping to get his Christmas dollar. If you are to be 
heard above the din you must shout as loud or louder in 
order to be heard. 
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ADVERTISING —WILL 


SHOUT or WHisperR? 


Don’t jeopardize your entire business by using false 
prices—You may fool the public once, but not the second 
time. 

If Christmas buying could .be evenly distributed 
throughout the day, service would be tremendously im- 
proved and more customer satisfaction accomplished. 
Offer a few unusual items to be sold only in the morning, 
up to 11 o’clock. Coax in a lot of those $1 to $5 gift 
customers with specials offered under an attractive head- 
ing. Set aside a section or tables where these items are 
featured but give it a name. Call it the “Budget Gift 
Department,” or some name that identifies it as being 
different. 

One unique idea for holding a sale, was inaugurated 
by J. Herbert Hall Co., jeweler of Pasadena, Cal., which 
used its thirty-second anniversary as an opportunity 
around which to plan the event. The concern said: “We 
are taking advantage of our 32nd Anniversary in business 
in Pasadena by emphasizing ‘A Week of Opportunity’ with 
the slogan ‘Our 32 Means Profit for You.’ Instead of 
holding a one-day celebration on November 13th this 
year, as we have done in former years when we gave 
souvenirs and had special music, decorations, etc., we are 
giving our friends special inducements in the way of re- 
duced prices. We decided, considering present conditions, 
that our friends and customers would appreciate this type 
of celebration. For five days we are offering most of our 
merchandise at 32 per cent off, and we believe a good 
many of our customers will anticipate their Christmas 
buying.” 


dd 
By our ‘Will Call’ plan 


customers can select merchandise, have it laid aside 
by paying a deposit, and call in when convenient and 
pay as little or as much as they see fit from time to 
time. On this plan the customer does not receive regular 
monthly statements but it is understood that any balance 
will be paid before the article is delivered. Under this 
plan we have merchandise laid aside since September.” 

This is only one of many opportunities which can be 
capitalized to hold a sale and increase your Christmas 
business volume. 

One of the oldest businesses in the South, conducting a 
“Once in a Lifetime” sale with superb dignity, is Cole- 
man E. Adler, jeweler, New Orleans, La. In a full 
page advertisement this sale is announced with a con- 
vincing argument which read as follows: “Effective Jan- 
uary first, after a third of a century of individual owner- 
ship, this business will be incorporated under the firm 
name of Coleman E. Adler & Sons, Incorporated.” 

“My two boys, Milton and Walter, after long years 
of apprenticeship have demonstrated aptitude, ability and 
dependability that now justifies my bringing them to the 
forefront of the enterprise to which I have devoted a 
life’s work. 
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There will be a merciless campaign of price and 
value employed in the attack upon the Christmas 
dollar. Many of the claims will be justified and 
devoid of falsification. The jeweler has a chance 
for a choice of two methods in this hectic holiday 
program of advertising. You can shout or whisper. 
The message must be heard in either instance and 
both types of presentation will have their listeners. 








“With pardonable pride, I turn over to them an un- 
blemished reputation for honest trading. Contrarily, I 
do not deem it wise to turn over to them a stock largely 
of my selection. 

“The ‘renewed’ store should start with an entirely new 
stock. Hence this ‘sale,’ my first in 33 years.” This 
statement was signed “Coleman E. Adler.” 

Appearing in another part of the full page ad this copy 
appeared: “Our present patronage, both in dollar and 
volume and in number of units, is sizably ahead of last 
year. But on January first, the business is to be incorpo- 
rated, and the new firm started with an entirely new 
stock. Hence Adler announces the first ‘sale’ in all its 
history.” In large letters appeared “Adler Jewelry one- 
half priced.”” The copy and appeal rang with genuine sin- 
cerity, the believable kind that made no far-flung claims. 
Certain restricted items were not included in the same. 

For the jeweler who adopts a policy of conservative 
advertising, stressing quality and the individual prestige 
derived from giving a gift from his particular store, there 
always remains a certain percentage of customers who 
prefer to shop in a store of this character. 

Dignity of copy and typographical layout with few 
items displayed in the ad offers the most effective presen- 
tation. Direct mail advertising, elaborately done with 
no waste of circulation, sent to a selected list, should 
prove very resultful. 

What about the neighborhood jeweler? Just what can 
be done to help solve his problem. Direct mail, letters and 
circulars built along the lines described in this article will 
attract business to his store. Lay out your circular like 
you would a newspaper ad. Feature many items at popu- 
lar prices. Arrange a few specials at a price. The fact 
that most neighborhood stores remain open in the evenings 
is an advantage. Send a series of letters to those living in 
your community. 

We reiterate it’s going to be a price Christmas and shop- 
pers will be influenced not by price alone but value as well 
will be a determining factor. The jeweler can offer all of 
these, and its greatest plus—prestige. 












by 
MURRAY C. FRENCH 


’ | ethan lookers, lookers !” 
Don Patty, the jeweler, threw up his hands in disgust. 
“These Christmas ‘lookers’ give me a pain, Old Vet. 
Lordy, here comes another one. Wait till I see what she 
wants to ‘look’ at.” 

Patty was back in a moment. “No sale! Just looking! 
I knew it.” 

“Of course there was no sale,” the Old Veteran re- 
torted. ““You were licked before you started, floored by 
that ‘just looking’ complex which attacks all jewelers 
about this time of year.” 

The Old Veteran glanced at the time. “Come on out, 
Don. I’ll buy you a lunch, big-hearted like, just for a 
chance to give you my personal slant on these Christmas 
‘lookers.’ ” 

When their order had been given the Old Veteran be- 
gan. “You know, Don, for a good many Christmas seasons 
I have been watching what goes on around jewelry stores 
and here is what I have observed. 

“From the jeweler’s standpoint the Christmas season 
divides itself into two parts, first, the ‘looking’ season, 
from November 15, to December 15, and then the ‘buy- 
ing’ season, from December 15 to Christmas. 

“During the ‘looking’ season the jeweler hears, ‘Oh, 
I’m just looking’ so often it becomes a phonograph record. 
Every time a customer comes in he just knows she’s going 
to play the same tune. 

“He loses all his snap and aggressiveness. All the while 
he’s waiting on her there’s a little devil singing in his ear, 
‘She’s not going to buy! She’s not going to buy! She’s 
NOT going to buy!’ 

“Then another little devil seems to be sucking all the 
starch out of his backbone. He shows his goods in a half- 
hearted manner, forgetting all about his usual policy of 
trying to focus her attention right down to one particular 
piece instead of letting her mind wander all over the 
store. 

“Why should he fire up a lot of steam and tell her all 
about this set of pewter when she’s not going to buy any- 
way? All he can do, ho hum, is show it to her and if she 
wants it she’ll be back—maybe. 

“But as to making a conscientious effort to close the 
deal then and there, well—didn’t she say she was just 
looking ?” 

“Yes, I know,” Patty admitted, ‘“‘a fellow should never 
feel that way, but .. .” 

The Old Veteran ignored the interruption. “When I 
had my own jewelry store I posted a little sign on the 
back of each show case: ‘There’s No Such Thing as a 
Looker.’ 


“The real facts are that every soul who comes in your 
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door wants to buy something—no matter what she says. 
And when she says, ‘I’m just looking,’ half the time she 
does so merely to pave the way for an easy exit in case 
she doesn’t like the way you wait on her. And you, know- 
ing she’s a ‘looker,’ treat her as a ‘looker’ and make it 
just as easy as possible for her to get out without opening 
her pocketbook. 

“There may be such a thing as a ‘looker’ but, Don 
Patty, if you will never admit that fact to yourself you 
will make many more sales during the Christmas ‘look- 
ing’ season. 

“I defy any salesman to feel in his heart, ‘She’s a 
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looker,’ and still put the right kind of enthusiasm into his 
work. It can’t be done.” 

“On the other hand,” Patty countered, “we can never 
afford to have the customer feel she is being pushed or 
forced to buy against her will.” 

The Old Veteran tapped the table vigorously. ‘Maybe 
I’m an old fogy. But it’s my opinion that merchants in 
general have talked against high pressure salesmanship to 
such an extent that missing sales has almost become a 
virtue. 

“Jewelers, especially in the more exclusive shops, brag 
that they let the goods sell themselves. As to getting right 
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“There’s no such thing as a looker,” says Old 
Veteran. “The real facts are that every soul who 
comes into your door wants to buy something. . . 
no matter what she says. 

“And you knowing she’s a ‘looker,’ treat her as 
a ‘looker’ and make it just as easy as possible for 
her to get out without opening her pocketbook. 

“There may be such a thing as a ‘looker’ but, if 
you will never admit that fact to yourself you will 
make many more sales during the Christmas ‘look- 
ing’ season.” 








down and selling, persuading, overcoming objections, 
swinging the customers’ decisions their way—tut, tut, that 
would never do! Oh, my, no! It would not be in keeping 
with the dignity of the institution! You notice it’s always 
an institution, not a store, when they talk along those 
lines. 


4d 
That doctrine has gone too far, 
I tell you. We need to put more good old-fashioned 
vigor and logic into our Christmas selling. Forget there 
is such a thing as a ‘looker.’ If, down in your heart, you 
believe in your goods, come right out and tell folks why, 
especially during this ‘looking’ season. 

“T don’t care what anybody says—people like to be 
urged, to be sold, to be told why, to be treated as if they 
were live prospects with money in their pockets, not as 
dead ‘lookers’ who are going to walk out anyway. 

“What do people despise in a salesman? Indifference, 
above all else. That don’t-care, take-it-or-leave-it, dead- 
on-the-feet, you’re-only-a-‘looker’ attitude. 

“When I was active in the jewelry business I certainly 
found much more pleasure in curbing the enthusiasm of 
an overzealous salesman than in trying to breathe the 
breath of life into an overcautious or dead one. 

“The more enthusiasm you radiate the oftener you will 
hear, ‘I’ll take it’ instead of ‘Well, I was just looking.’ 
So paste this in your hat: A buyer is nothing but a ‘looker’ 
properly served.” 

“Seriously, Old Vet,” Patty lowered his voice, “I often 
wonder what line of argument a jeweler should use to 
put over the jewelry idea this Christmas—a luxury com- 
modity in a time of depression.” 

“And you're not alone in that,” replied the Old 
Veteran. “Let’s admit that incomes have been lowered. 


(Turn to page 99) j 
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ANCIENT GREECE WERE 
INTERESTED IN FLEETS EVEN 
AS ARE OTHER MAIDS TODAY 
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SARILY MADE BY THE FAMOUS PATRIOT AS THERE WERE THREE 
SILVERSMITHS OF THAT NAME. THE PATRIOT’S FATHER , PAUL REVERE, 
A HUGUENOT(BORN APOLLOS RIVOIRE IN 1702) LATER ANGLICIZED HIS 
EITHER FROM THE SEA NAME AND MADE MANY NOTABLE PIECES MARKED ’P. REVERE” ALTHOUGH 
OR FROM WAR. ce a NOTHING TO COMPARE INAMOUNT WITH THE PROBUCTS OF (iS FAMOUS 
SUGGESTED BY \h 1 Pc SS SON, PAUL , THE PATRIOT BORN IN (735. A THIRD PAUL REVERE, BORN 
FA. COLLINS, NY. : mee Bt 1760, ALSO SIGNED SOME PIECES OF PLATE. 
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YOu COULDN'T CALL THEM ~ 
“PEARLY’” 
THE ANCIENT INDIANS OF CENTRAL 
AMERICA AND MEXICO WERE ADEPTS 
IN THE ART OF DENTISTRY, BUT NOT 
CONTENT wiTH REPAIRING THE 
RAVAGES OF TIME AND: TARTAR, 
THEY SET THEIR TEETH WITH BITS 
_OF TURQUOISE , ~BIRTHSTONE FOR 
DECEMBER — THUS RIVALING SOME OF 
THE DIAMOND-STUDDED MOUTHS OF 
THE'GAY NINETIES” 


> GE DURING THE 171 CENTURY, 

3 LONDON GOLDSMITHS FREQUENT- 
| LY COMBINED THE BUSINESS OF 
BANKING WITH THEIR TRADE, MANY 
OF THE GENTRY BEING GLAD To 
ADOPT THE PRACTICE OF KEEPING 
“RUNNING CASH BALANCES “WITH | 
THEIR GOLDSMITAS FOR SAFETYS 
SAKE INSTEAD OF KEEPING GOLD 
IN THEI OWN Houses. THIS WAS 
THE ORIGN OF MODERN LONDON 











12,000 MILES FOR AN OLD-TIMER 
WILLIAM BLAKE, WEALTHY FRUIT RANCHER OF SALEM ,ORE., 
LEFT THERERECENTLY TO FETCH THE FAMILY CLOCK AT 
CHESTER, ENGLAND, WHENCE HE EMIGRATED WHEN 
A YOUNG MAN. THE TIMEPIECE IS A FAMILY 
HEIRLOOM. 


<a ase teal . BANKING AND IN SOME CASES 
a: te 3 MEMBERS OF EXISTING BANKING 
i<S es eS FARMS ARE DESCENDANTS OF 
> <>. ie — 3 MEN WHO CAME INTO THE 
>, De ee BUSINESS IN THIS WAY. 
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Do You Know of any Unusual 


Facts of Interest about Jewels 
and Jewelry —? IF So, SEND 
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The Gem—ZIRCON" 


By E. P. YOUNGMAN 
of the Rare Metals and Non-Metals Division of the Bureau of Mines 


(Continued from November issue) 


GEOGRAPHICAL DISTRIBUTION 


Various published references mention the occurrence of 
the gem grade of zircon in the following localities: Ex- 
pailly, France (small hyacinths and deep-red stones) ; 
the Ilmen Mountains, Orenburg, Russia (yellowish-red 
crystals) ; Mudgee, New South Wales, Australia (re- 
markably fine red stones) ; Kimberley mines, Union of 
South Africa (yellowish-brown stones); Ceylon (home 
of the Matura diamond); and Siam (blue zircon, or 
Starlite). 

Many of these occurrences, however, are probably of 
academic interest alone, and importers and gem dealers 





Zircon 
Crystal 


Zircon in Cut Zircon 


Basalt 


of the United States report that the sources of the stones 
handled by them are Siam, Ceylon and India. One large 
New York dealer says: ‘Siam has always been our chief 
source of supply, and from that country we have im- 
ported practically every known color of zircon. . . . The 
chief foreign dealers are stone merchants in Bangkok 
(Siam) and Colombo (Ceylon).” Another New York 
City dealer gives Bangkok as the source of his supply. 
Two local (Washington, D. C.) dealers said that their 
stones come from India, one of them designating the 
neighborhood of Delhi. It is possible, of course, to find 
the gem material wherever crystals of zirconium silicate 
are found, and beautiful stones have been observed in a 
number of localities in the United States, notably in 
Colorado, New York, New Jersey, Maine, North Caro- 
lina, South Carolina and Idaho. None of these States, 
however, have been mentioned as sources of zircons. Evi- 
dently, Ceylon is the present-day commercial source of 
most of the colorless zircons on the market and Siam of 
the blue stones. 

(Then follows a tabulation of occurrences, from cur- 
rent literature and foreign-government reports, specific- 
ally described as affording gem material, including non- 
commercial as well as commercial sources.)—Editor 
JEWELERS’ CIRCULAR. 


MINING AND CONCENTRATION 


Zircons, occurring generally in alluvial deposits as 





**Reprinted from U. S. Bureau of Mines Information Circular 6465.” 
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gravel, are seldom, if ever, recovered alone but are mined 
with other stones or minerals by placer mining methods. 

In Ceylon (in the Palmadulla gem fields, situated in 
a paddy field at the bottom of the Ratnapura Valley), the 
pebbles containing the gem concentrates are in a clay 
(called illam), which rests on bedrock, and which is 
overlain by 10 to 20 feet of barren, reddish clay. The 
removal of this overlying clay and the recovery of the 
illam are not done by dredging, principally because it 
is very difficult to get title to any extended piece of ter- 
ritory that would justify more improved methods. The 
primitive methods employed include the sinking of small 
pits or shafts and lining them with poles placed ver- 
tically in the mud, behind which are laid branches of 
trees, sticks or palm leaves. Water is baled out of the 
pits by hand, by means of old kerosene cans. A man at 
the bottom of the pit shovels the gem-bearing mud into 
bamboo baskets, which are caught by a man at the sur- 
face. When the overlying clay has been removed, the 
illam is taken out in the same manner as the first layer 
and placed on a clean, flat piece of ground. ‘The illam, 
in shallow, closely woven baskets of split bamboo, is then 
washed in one of the running streams near the paddy 
field. These baskets, resembling in shape the pans used 
in Brazil for washing alluvial gold, are circular, measur- 
ing 2% feet across the top, the sides sloping in a par- 
abolic outline to the bottom point. Only the mud is 
washed away, the gravel being left in the baskets to be 
examined by an expert and reexamined by another man 
to make sure that no fine particles of gem materials have 
escaped notice. One man acts as a banker for a number 
of small claim holders, taking the gems to Colombo for 
sale, and dividing the proceeds pro rata among the part- 
ners. ; 

In Upper Burma (India), in the mines of the Burma 
Ruby Mines (Ltd.), the mining of the gem stones from 
the byon (which corresponds to the illam of Ceylon) is 
done by modern methods of excavating and transporting. 
The dyon is brought to the mill in trucks, hauled from 
the working face by an endless wire cable, and thrown 
first on a grate of spaced iron bars, which separate the 
large pieces, according to Adams,’ from whose work the 
following quotation is taken: 


“The material that falls between them (the spaced 
iron bars) goes to two successive sets of revolving 
trommels, into which water is fed. ‘The coarser 
material from them goes directly to a table and is 
hand-sorted by one of the company’s officers. . 
The finer material from the last set of trommels 
goes into diamond washing pans, the gravel that is 
retained by these representing 1 per cent of the 
original byon fed to the mill. This is then carried 
to a series of jigs, which reject three-quarters and 





1 Adams, Frank D., A Visit to the Gem Dentens of Conte and Burma; 
Ann. Rept. Smithsonian Inst., 1926, 1927, pp. 
2 Adams, Frank D., Work "cited, pp. 315- a 
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keep one-quarter of the product received from the 
diamond washing pans. This quarter of | per cent 
of the original material is then placed on sorting 
tables, having a surface consisting of an iron plate, 
and is sorted over by one of the company’s officers 
(a European). He takes out any large gems that 
may be present. The gravel then passes on to a 
series of tables, around each of which a number of 
men (natives) are seated, about six to a table, who 
re-sort it very carefully, removing every stone that 
has any value. Each man wears on his head a large 
box with a front of iron gauze, which prevents him 
from secreting any stones in his mouth or from swal- 
lowing them. A foreman (native), who is supposed 
to be strictly honest, watches the operations at each 
while, . « i”. 


In the Union of South Africa, in the Kimberley dia- 
mond mines, zircons are mined with the diamonds. As 
the zircon, as well as the diamond, adheres to grease 
more readily than to water, the “jigger,” or “greaser,” 
catches the gems. In the jigger employed by the De 
Beers Consolidated Mining Co. the concentrates are 
washed over a series of galvanized-iron trays, which are 
covered by a thick coat of grease. The trays are period- 
ically removed, and the grease is scraped off and boiled 
to release the gems.* 


Domestic PRoDUCTION 


Actual production of the gem zircon in the United 
States does not exist, although as zirconium increases in 
importance and domestic sources of the element are 
sought, gem crystals of zircon in commercial quantities 
may be discovered at any time. 


ForEIGN PRODUCTION 


Figures of production are entirely lacking, the only 
estimate available being that of Kunz,* who stated that 
the total sales of Starlite alone have exceeded $100,000 
annually. THE JEWELERS’ CiRCULAR, in a letter to the 
Bureau of Mines, says that in the last few years there 
has been considerable impetus to the sale of zircons (and 
by implication to their production) as a result of the 
introduction of the so-called “blue variety,” named “Star- 
lite’ by Doctor Kunz. The white variety (a very good 
imitation for diamonds because of its adamantine luster), 
known as “jargoon,” and the hyacinth have never had 
a sale to compare in extent with that of Starlite. 


Prices AND MARKETS 


Retail prices for zircons, cut but not set, range in price 
from $1 to $15 (and more for exceptional stones) a carat, 
according to a large New York dealer in the gems. In 
general, $12 a carat is asked for the better stones and 
from $5 to $6 a carat for the poorer ones. 

For rough stones, the local price in Siam is approxi- 
mately $3.75 to $22.50 a pound, according to the quan- 
tity sold; and the usual range for the cut stones is from 

.90 cents to $1.80 a carat.5 A Queensland (Australia) 
Government publication® reported the winning at Middle 
Ridge of a zircon weighing 2 ounces 14 pennyweight, 





3 Smith, G, F. Herbert, Gem Stones, p. 149. 


*Kunz, George Frederick, Precious Stones, Zircon; Min. Ind., 1926, 
vol. 35, McGraw-Hill Book Co., 1927, p. 587. 


5 Albrecht, Charles H. (American consul, Bankok), Zircons; Consular 
Rept., July 17, 1926, Bur. Mines foreign file 9203. 


6 Staines, A. A. (Undersecretary for Mines), Gems; Ann. Rept. of the 
Undersec. for Mines, 1928, Brisbane, 1929, p. 44. 
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7 Trevor, 


valued at £15, or about $27 an ounce. Trevor? made the 
prediction that in the Carnarvon district of Cape Town 
Province, Union of South Africa, zircons could be pro- 
duced at the price of 2 or 3 shillings a carat. 

Information concerning markets is exceedingly indefi- 
nite and meager. Judging from statements made by gem 
dealers in the United States, most of the zircons sold in 
this country come from Bangkok, in Siam, and Colombo, 
in Ceylon, although a few come from India. As sep- 
arate import statistics are not available, it is not known 
how many come directly from producing countries and 
how many come through European ports. 

With respect to Siam, Albrecht reported in 1926 that 
stocks (relatively small) in Bangkok were in the hands 
of a few native dealers; that trade was not as active 
as it might be, because the smaller dealers are able neither 
to correspond in English, nor to offer satisfactory refer- 
ences, nor to make foreign shipments, and the larger 
merchants quote very much higher prices than those 
asked by the smaller dealers. 

According to a letter received from the editor of THE 
JeweLers’ CircuLar, in Ceylon (as in Siam) the 
smaller native dealers monopolize the zircon gem trade, 
the larger houses not being able to undersell them. The 
best stones are exported .to America and Europe; the in- 
ferior ones go to India or are sold locally.® 

In Australia, Tasmanian zircons have been extensively 
exported to Idar and Oberstein, State of Oldenburg, Ger- 
many. An American gem dealer (S. Nathan & Co., 71- 
73 Nassau Street, New York City) maintains an office 
at Idar. Buyers from Sydney and Adelaide were active 
in 1929 with respect to the Queensland zircons. The 
Government of New South Wales reported that no mar- 
ket was in sight for the small winnings of zircons in 
1923, 1925 and 1926. 

The report ends with a list of dealers, including buy- 
ers, sellers and lapidaries in the United States, Ceylon 
and Australia. 


T. G., The Common Gem Stones of the Union; 
African Min. Jour., vol. 27, Johannesburg, Jan. 26, 1918, p. 486. 
8 Vance, Marshall M. (American consul, Colombo, Ceylon), Report on 
Mineral Deposits and Industries in Ceylon for the Year Ended Dec. 31, 
1921: Consular Rept., Aug. 2, 1922, Bur. Mines foreign file 4138. 
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Coffey Finds Business Improving in North 
Carolina 


Newark, N. J., Nov. 2.—‘Business is improving,” 
said P. J. Coffey, president of the National Jewelers Pub- 
licity Association, on his return from a two weeks’ lec- 
ture tour in North Carolina. The feeling among the 
jewelers he visited indicates that conditions were chang- 
ing for the better. The tobacco manufacturing districts 
were busy. 

Mr. Coffey lectured at the Duke University, Durham 
and North Carolina University at Capital Hill; the Gil- 
ford and Greensboro Colleges at Greensboro. At Win- 
ston-Salem 2100 students attended the lecture and 1100 
students at the Greensboro High School. Lectures were 
given at the Rotary, Kiwanis, A. B. C., Women’s Clubs 
and other organizations in a number of the cities. Broad- 
casting three fifteen-minute periods were arranged for 
at Greensboro. 

The fullest cooperation was afforded by the officers 
of the State Retail Jewelers Association under the leader- 
ship of President Linebeck. 
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WORTHWHILE WINDOWS 


By 
POLLY PETTIT 





W. anticipate that there 


will be a great deal of “shopping” done this year before 
there is any actual Christmas buying. Would you advise 
the use of price tags, showing as much merchandise as 
possible without undue crowding, or do you think an 
exclusive showing of select articles would be more effec- 
tive at this time? We are located in a town of 35,000 
population.—N. L. 


Answer.—In these days of cautious buying the mer- 
chant should first make certain that he has good values 
in merchandise to offer, and then should make those 
values known to his public. 

Perhaps it has been against your policy in the past to 
show price signs in your window displays. This has 
long been the general rule in stores of repute and dis- 
tinction. But the present demands new ways and means 
to encourage buying and the use of price signs is one 
way which is well worth the experiment. 

Price signs become distasteful when they are used 
indiscriminately, but a carefully hand-lettered sign with 
a simple price message will scarcely detract from the 
beauty, practicality or interest of your selected articles. 
Such a price card may be of definite service to the 
shopper who is harassed with the thought that your 
merchandise may be too high for her to afford. Your 
old customers are already familiar with your range of 
prices, but if you are showing some outstanding values, 
the price announcement may be of service here too. 

I would warmly recommend that you show a varied 
selection of moderately priced articles from time to time 
- with the price range plainly and tastefully indicated as 
an actual aid to Christmas “shoppers.” 


a the past we 
have been in the habit of changing our window displays 
once a week. Do you think it would be better to put in 
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AND HOW TO PLAN THEM 








' Christmas Suggestions 


The day after Thanksgiving is the moment to 
signalize the opening of the Christmas gift season, 
both to your public and to yourselves. The forward 
thinking display manager will have his plans well 
laid so that the store and windows will take on 
the Christmas atmosphere at once. Holly wreaths, 
candles tied with a bit of holly, red roses in a 
silver bowl, poinsettia plants — all the traditional 
Christmas “fixings” serve to heighten the time- 
honored gift giving of Christmas. 

Windows should receive special attention this 
month and the yearly budget for displays should be 
conserved to that end. New window fixtures should 
be added, or old ones be made new with refinishing. 
Every piece of merchandise on display is in the 
nature of a Christmas gift, and in order to enhance 
its attractiveness for that purpose, the addition of 
a sprig of holly or a special Christmas box is de- 
sirable. This is the season of greatest opportunity 
for the Jeweler, and it is both consistent and dig- 
nified for him to remind his public that precious 
gifts are the highest and fairest tribute that love 
and friendship can render. 








new displays more often during the Christmas season? 


Answer.—If you have only one or two windows, I 
would certainly change the displays twice a week during 
the month of December. Your purpose is to show as 
much merchandise as possible, still without undue 
crowding, and the more frequent the changes the more 
merchandise can be shown. ‘The public mind is upon 
the selection of gifts. 

Your windows should show an interesting and wide 
variety. They should appeal to many pocketbooks. They 
should arouse the desire to give, whether the gift be 
great or small, for giving is the very substance of the 
Christmas spirit. You may increase the number of 
your sales by the simple reminder that “Every gift is in 
reality great, if given with affection.” 





The Cover Design 


The front cover design shown on this issue of THE 
JeweLers’ CIRCULAR depicts a number of jeweler’s gift 
articles among which is an attractive desk writing set. 
That part of the drawing showing the set was made 
from an original loaned by the L. E. Waterman Co., 
New York. 




















Duty on Unmounted Jewelry 


Customs Court Holds That Platinum Bracelet Mounting Imported with the Diamonds to Be 


Set in It, Is Not Dutiable as Unfinished Jewelryp—One Judge Dissents 


DECISION that has caused wide comment in the 

jewelry trade was that recently handed down by the 
United States Customs Court in the case of Kronfeld 
Saunders vs. United States. In this Judge Sullivan 
writing the opinion of the court held that an importation 
of 234 cut upset diamonds and a platinum bracelet con- 
taining as many holes for setting as there were diamonds 
was not to be held dutiable as an unfinished braclet as the 
government contended, but that the mountings were to 
be held dutiable at 80 per cent under the jewelry para- 
graph as “unfinished jewelry” and the diamonds under 
the eo nomine provision in paragraph 1429 of the same 


act at 20 per cent ad valorem. The decision held that — 


such diamonds are not dutiable as an entity with the 
bracelet mounting as unfinished jewelry. 

The merchandise was assessed for duty by the Collec- 
tor as jewelry at 80 per cent and the importers in their 
protest, made nearly 50 claims for lower rate, the main 
one being that the stones were separately dutiable at 10 
and 20 per cent under the gem paragraph and the metal 
mountings at 40 or 60 per cent under paragraph 339 or 
at 75 or 80 per cent under paragraph 1428. 

The United States examiner who passed the merchan- 
dise testified that the diamonds and the mounting were 
imported in the same package, in the same shipment and 
that in effect it was a diamond bracelet containing 234 
diamonds weighing a carat and 21 points. -Counsel for 
the plaintiff admitted that the stones in question were 
intended for the mounting and that they were actually 
mounted here and made up into a bracelet. 

Judge Sullivan, in writing the opinion in which Judge 
Brown concurred, took the ground that the diamonds, 
as imported, were not an article of jewelry in a finished 
or an unfinished form, even admitting that they were im- 
ported for the use of this mounting. He held that this 
did not render these unmounted and unset diamonds 
“jewelry.” It was evident, he said, that they may be 
used in many different ways if desired, in addition to 
being inserted in this platinum bracelet mounting. 

Judge Sullivan quoted the decisions in many cases and 
as in the Citroen case, where the Supreme Court had sus- 
tained the importer’s protest, holding that: 


“The rule is well established that ‘in order to 
produce uniformity in the imposition of duties, the 
dutiable classification of articles imported must be 
ascertained by an examination of the imported ar- 
ticle itself, in the condition in which it is imported.’ ” 


“Keeping that statement constantly in mind, that it is 
the condition of the merchandise as imported that governs 
its classification,” said Judge Sullivan, “then, under the 
above rule, this merchandise, being diamonds, ‘cut but 
not set and suitable for use in the manufacture of 
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jewelry,’ in its imported condition, is not jewelry finished 
or unfinished. It seems to us that this fact, being un- 
controverted, establishes the classification of the diamonds 
in the case at bar. The provision of paragraph 1429 
heretofore quoted clearly covers the diamonds in the 
case at bar. It cannot be contended that, separate and 
apart from the bracelet mounting itself, they are un- 
finished jewelry. The bracelet mounting is evidently un- 
finished jewelry, but unset cut diamonds suitable for use 
therein cannot be jewelry, either finished or unfinished, 
but the material which on being set therein causes this 
bracelet mounting to become a finished article of jewelry. 

“Tt follows necessarily that the collector’s classification 
of these diamonds was erroneous, and the plaintiff’s con- 
tention is correct. We therefore hold them dutiable as 
claimed at 20 per cent ad valorem under paragraph 1429.” 


JUDGE MCCLELLAND DISSENTS 


A long and carefully written dissenting opinion, how- 
ever, was filed by Judge McClelland. In reviewing the 
record and the previous decisions of the court, he showed 
the difference between this and some of the cases pre- 
viously decided, and also cited the attitude of the govern- 
ment and courts to classify as one article completed parts 
that have been brought in together in one shipment. In 
the course of his opinion he said: 


“T am loath to believe that it ever has been the Congres- 
sional intent that rates of duties imposed on finished articles 
of jewelry could be legally evaded by separating the mount- 
ings and the precious stones in them before exporting them 
to the United States with the deliberate purpose of having 
the jewelry rate of duty imposed simply on the mounting of 
comparatively little value, and the much lower precious-stone 
rate of duty imposed on the stones temporarily removed from 
the mounting, only to be reinserted thereon upon delivery after 
importation to the importer... .” 


And at the end of his opinion he takes up the effect 
of the majority decision on his case on the jewelry im- 
portations in the future saying: 


“If the conclusion reached by my associates should stand it 
could only mean that thereafter only the unsophisticated would 
import complete pieces of jewelry composed in part of precious: 
stones. Why should any one pay the high jewelry rate of duty 
on precious stones which are the components of much greater 
value in finished jewelry than the part or parts composed 
of gold, platinum or metal, if such payment may be avoided 
by temporarily separating the precious stones from the metal 
part or parts for the purpose of importation and classification 
by the customs authorities?” 





Wm. Seidensticker, Hamilton, Ohio, son of the late 
Arthur Seidensticker, will open a modern store two doors | 
on High St. from where the original firm was established 
some 53 years ago. J. H. Huschle, who will render his 
service in the operating of the store, has been identified 
with the Oskamp Jewelry Co., Cincinnati, Ohio. 
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Replacing Insured Jewelry 


First Steps in Movement to Stop Insurance Companies — Loss Claimants to Un- 
reliable Dealers Who Offer Discounts—Statement of the Chairman of the 
Insurance Committee of the A. N. R. J. A. 


Detroit, Micu., Nov. 1.—Percy K. Loud, chairman 
of the insurance committee of the A. N. R. J. A., has 
just issued a statement calling attention to the following 
resolution passed unanimously Oct. 21 by the executive 
committee of the Detroit Association of Insurance Agents 
which had been under discussion for many months. 


“Be It ReEsoLtveD by the Detroit Association 
of Insurance Agents, in their regular meeting 
assembled, that they do not feel that the action 
of some of the insurance company adjusters in 
sending loss claimants on jewelry, automobiles, 
etc., to certain designated dealers who make re- 
placements at a discount to the insurance com- 
panies, is desirable or to the best interest of 
the insurance business as a whole. 

FurtHer, Be It RESOLVED that this motion be 
forwarded to all companies cooperating with the 
Detroit Association of Insurance Agents and 
they be asked for an expression of their position 
on the resolution.” 


“The fairness of the wording of the resolution pre- 
sented by Harry Newman, secretary of the Detroit In- 
surance Agency, cannot be questioned,” says Mr. Loud’s 
statement, “and if satisfactorily acted upon by the ma- 
jority of insurance companies to whom it is addressed will 
go a long way toward opening the subject of insurance 
reform as it pertains to this particular question. Jewelers 
by all means, should get their Board of Commerce or 
Insurance Agency to back a similar resolution. Action 
is imperative,” said Mr. Loud. 

“A number of insurance companies still take a posi- 
tion likened somewhat to the ostrich who hides his head 
in the sand. They simply deny that any question exists 
and that as far as their company is concerned, they make 
no replacements at all. And if once in a while they do, 
it is always through a legitimate jeweler at full retail 
price. Others have suggested that the matter is some- 
thing which is handled entirely by their Adjustment De- 
partment. And in most cases the adjusters were not in 
anyway connected with their company and were in a 
measure outside of their jurisdiction. Some have laid 
the blame frankly at the feet of the jewelers themselves, 
stating that they figured the replacement business must be 
good because jewelers had come to them asking for it and 
offering discounts ranging from 10 per cent to 50 per cent 
‘if allowed to handle all the losses. 

“At a time like the present when the replacement value 


of almost any piece of jewelry is less than the amount 
actually insured for, it is rather a temptation for the in- 


surance company to give the adjusters carte blanche. And 
this is even more true when they are settling claims based 
on a non-valued form. 

“We had a case the other day where an adjuster came 
to us with a claim from a customer ony $6,000 on 
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a $5,000 policy. One item happened to be a ring which 
the customer thought was worth $600 and which we 
would replace for $200. We mention this particularly 
to show two things. 

“In the first place as long as the insurance companies 
have a serious problem in settling losses ona basis of 
customer demands, they will feel little responsibility for, 
or even knowledge of the interests of retail jewelers un- 
less means are taken to. bring the question into the lime- 
light of publicity. Secondly, that a case like this present 
one plays exactly into the hands of the upstairs whales: 
retailer with whom this replacement business ha 3) 
been handled.’ Customers who have been, t 
surance adjusters to these upstairs, place 
wholesale-retailers the finest chance in -the” 
ae $600? Why, that just shows the | remendou. 
profit, “Mrs. Jones, that the high rent retaile ° ints 
charge you. Now, here, we can replace this same $600 
ring for $200’ (or $300 ar $350, for of course, neither 
Mrs. Jones nor the adjuster knows its value). ° 

“And we have had a number of cases where customers 
have brought in jewelry given them on replacements, only 
to find that a retail store could furnish merchandise just 
as good, or shall we say not as inferior, for considerably 
less than the insurance adjuster paid the upstairs source. 

“There is a certain jeweler whom the insurance com- 
panies have refused to supply with a block policy on ac- 
count of the moral hazard, particulars of which: need not 
be discussed here. And this same jeweler asks for. and 
receives the replacement business from some of the very 
insurance companies who will not sell him a policy, 

“We were talking to a customer just the other day 
who had a replacement somewhat over a year ago of a 
large emerald, one of several in a bracelet. The:emerald 
is a-‘manufactured gem. And if she has not already. dis- 
covered it, one day she will learn that instead of an 
emerald worth $4,000 or $5,000, she has one worth a 
few dollars at most. 

“In spite of this the jewelers continue to recommend 
insurance on jewelry. And they should! It is the ideal 
condition. It would be the finest thing in the world if 
all the jewelry owned by customers were’ insured. It 
gives the wearer a feeling of confidence which would help 
to sell more merchandise in these troublous times. But 
if all jewelry were insured and every replacement takes 
a customer away from the jewelry store, then we have 
a condition which is far from ideal. ~ i 

“Tf this condition persists it means that the leaitinainte 
jeweler will only have one chance to sell. a customer’ and 
perhaps not even that. We believe then the only. solu- 
tion to this difficulty is for the jewelers themselves to 
organize an insurance company in which alk replacements 
will be made by the Jan store who $8 the: policy. 
Think it over.” 
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Brooklyn Jewelers Elect Officers 


The Brooklyn Retail Jewelers’ Association held its 
annual election of officers at the meeting for November 
in the Johnson building, 8 Nevins St., Brooklyn. The 
officers are the same as for the closing term, with the 
exception of Emmanuel Block, who succeeded Max Katz 
as second vice-president. They are: Phineas Peters, 
president ; C. Esposito, second vice-president ; S. Feldman, 
chairman of the board of directors, and Harry Brown, 
Sergeant-at-Arms. 

The general routine business was dealt with at the 
meeting, various trade evils being discussed. Henry Astor, 
of the Metropolitan Association, and chairman of the 
arrangements committee, which has in its charge the 
plans for the two-day conference or convention of New 
York city jewelers, to be held March 20-21, had asked 
that each of the local association call special meetings 
late in November or early in December in order to re- 
ceive their instructions for carrying out the decisions of 
the arrangements committee. Charles T. Evans, national 
secretary, was present at the Brooklyn meeting as a guest. 





L. E. Roos-and Wife Found Guilty of 
Bankruptcy Act 


INDIANAPOLIS, IND., Nov. 19.—The trial of Lena E. 
Roos and Leo E. Roos was concluded last evening. Roos 
was found guilty on two counts as charged in the indict- 
ment—concealment of assets in violation of the Bank- 


ruptcy Act, and Section 215 of the U. S. Penal Code in 


using the mails in a scheme to defraud. Mrs. Roos was 
found guilty of violating the Bankruptcy Act. 

Roos was sentenced today to five years on each count, 
sentences to run consecitively. Mrs. Roos was given 
five months at Alderson Penitentiary. 

Lena E. Roos was formerly engaged in the retail 
jewelry business at Main and 9th Sts., Anderson Ind., 
and operated under the name “L. E. Roos.” Her hus- 
band acted as the manager. On Nov. 6, 1929, just before 
closing and while he was alone on the main floor of the 
store, Roos claimed he was held up by bandits and 
robbed of diamonds and other merchandise of substantial 
value. The amount of the loss was varyingly reported at 
from $50,000 to $200,000 with insurance of $25,000. 

An involuntary petition in bankruptcy was filed in 
January, 1930. Liabilities were some $125,000 and 
assets included the merchandise left in the store, which, 
together with fixtures, sold for $6,500, the Roos home, 
which sold for $8,700, and the claim against the insurance 
company. The latter refused payment and defended 
the suit to collect brought by the trustee in bankruptcy. 

Creditors brought the matter to the attention of the 
National Jewelers Board of Trade and asked that a com- 
plete investigation of the situation be made through use 
of the Board’s Fighting Fund. With the cooperation of 
the National Association of Credit Men an investigation 
was instituted and the results thereof laid before the 
authorities. 

On arraignment both defendants entered pleas of 
not guilty. Mrs. Roos was released under $5,000 bond 
and Roos placed in jail in default of $10,000 bail. 
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PRECIOUS 
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LARGE SELECTION OF 
EMERALD AND RUBY 
NECKLACES 





Your Uncompleted Pieces 
a 
Jewelry Filled at Once 


Call Bryant 9-2587 


L. BERENSON & A. MIRNER 


Importers of Precious Stones 
2 West 46th Street New York City — 
LONDON 


PARIS ANTWERP DO 
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Why Stress “Perfect” Diamonds? 
Asks Meyer D. Rothschild 


New York, Nov. 17, 1931. 
Editor THE JEWELERS’ CIRCULAR: 


The word “perfect” as defined by the Federal Trade 
Commission may be properly applied to any diamond 
which, when examined by a normal eye under an ordi- 
nary diamond loupe, does not disclose flaws, cracks, car- 
bon, spots, clouds, cloudy texture or blemishes of any 
sort. 

This for all practical purposes has been accepted by 
the diamond industry of the United States as a reason- 
able definition, placing it within the power of any dia- 
mond dealer to determine whether or not the diamonds 
he is purchasing or selling as ‘perfect’ fall within the 
scope of that definition. 

The diamond business, even to a greater extent than 
the other branches of the jewelry business, is based on 
confidence; absolute confidence in the warranty of the 
seller as to the perfection or other qualities of the dia- 
monds offered for sale, and it is very rare for any pur- 
chaser to find that such confidence is misplaced. 

It does not require unusual skill, experience or capac- 
ity for any intelligent jeweler with normal eyesight, who 
is, as most jewelers are, familiar with the use of the 
loupe, to readily determine whether or not a diamond 
is actually perfect and to qualify as an expert within a 
reasonable time. 

The demand for perfect diamonds is greater in the 
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United States than elsewhere, based largely, however, om 
the practice of American dealers to stress perfection in 
their purchases to meet a demand which they themselves 
created many years ago. 

As the proportion of “perfect” diamonds of cuttable 
commercial sizes is only about 10 per cent, it stands to 
reason that those perfect diamonds must be priced by the 
cutter or importer at an advance sufficient to permit the 
sale of the remaining 90 per cent at lower prices. 

There are naturally many degrees of imperfection, from 
slight spots or marks which are not visible to the naked 
eye to more or less visible spots, flaws, clouds, cracks, etc. 

The difference in price between a “perfect” diamond 
and one that is only slightly imperfect of the same color 
and material is about 10 per cent to 20 per cent. 

In the final analysis, after a dealer has presented his 
diamonds for the consideration of his customer, the cus- 
tomer must decide whether he prefers a small perfect 
stone or a larger one which is not perfect, knowing that 
in either instance he can count upon having received equal 
value from any reputable dealer. 

American dealers have always laid too much stress on 
the perfection of diamonds because the piqué or slight- 
ly imperfect diamond—the stone with an imperfection 
which can only be seen with a magnifying glass, and 
which imperfection does not in the slightest degree mar 
its brilliancy or beauty, has as important a place in com- 
merce, and a market value as fixed, as the perfect stone. 

The retailer who could show both the perfect and the 
imperfect or larger stone has frequently found it easy 

(Turn to page 81) 
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MIKIMOTO PEARLS 


GENUINE PEARLS CULTIVATED 


These Facts Will Interest You 








Twenty-three years of experiment were spent by 
Mr. K. Mikimoto in developing a perfectly 
spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because 
they are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of care 
by the diving girls must follow before a sizable 
pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. - 











Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or young 
pearl ‘oysters. 


The pearl culture farms of Mikimoto, which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise and 
sell profitably. 


K. MIKIMOTO 


535 FIFTH AVE., NEW YORK, N.: Y. 
Head Office: GINZA, TOKIO 


Branches: 


KOBE—36 NAKAMACHI 
LONDON—119 REGENT ST., W. 1. 
PARIS—34, RUE DROUOT, 9E ARRT. 
BOMBAY—BULLIONS EXCHANGE BLDG. 


Pearl Culture Farms: 
GOKASHO BAY AND AGO BAY, MIEKEN 


iSHIGAKJMIA, RIUKIU, JAPAN 


OMURA BAY, NAGASAKIKEN 
* NANAO BAY, ISHIKAWAKEN PALAO ISLAND 














Fill the Christmas Sock 
(From page 43) 


merchants and he most certainly should carry the Christ- 
mas atmosphere through his entire store in a big way. 
He can use smilax, poinsettias, and holly wreaths all 
through his store and in the show windows. All of 
these things make the public think in terms of jewelry for 
Christmas gifts considerably ahead of the other stores. 
These things he should surely take advantage of and 
capitalize on.” 


John D. Enright 


Mr. Enright, Philadelphia, is stressing moderate price 
in his appeal for Christmas business, through the medium 
of a folder and by persogal letters. Some paragraphs 
from his folder tell the story: 


“Dear Customer: 


“You have been hearing a lot about low prices 
on everything but few persons realize the extent to 
which prices have been lowered on diamonds and cer- 
tain kinds of jewelry. 

“In an effort to keep up volume many manufac- 
turers have been quoting lower and still lower prices, 
until many articles have reached what might be 
called ‘rock-bottom.’ 

“The articles illustrated are just a few selected at 
random from among hundreds; and on a visit to 
any of our three stores you are almost certain to find 
exactly what you want.” 


Chas. S. Stifft Co. 


Perry W. Stifft, president of Chas. S. Stifft Co., Little 
Rock, Ark., says: 

“We intend to conduct an anniversary sale beginning 
the latter part of November and extending through 
Christmas, for the purpose of stimulating business during 
an unusually dull year. We have been preparing for the 
past few weeks, buying special merchandise, as we find 
the public demands values even during the Christmas 
season. 

“Our entire store will be decorated, and there will be 
a large Christmas tree near the front with hanging gifts, 
etc. The walls and posts will have specially designed 
posters and there will also be high class posters, etc., 
for our windows. Our street clock will be transformed 
into two tambour-shaped clocks with Christmas candles 
and other decorations. In other words, we are going to 
try to imbue the spirit of Christmas into the buying public. 

“Intensive advertising through the newspapers, radio 
and direct mailing will also be used to stimulate sales. 
We intend having at least 100 or 150 specials, using 
tables and tops of show cases for massed merchandise 
selling.” 


W. P. Cart Co. 
W. Porter Cart, of the W. P. Cart Co., Charleston, 
S. C., tells of Christmas plans as follows: 
“We plan to feature wonderful values in sterling silver- 
ware and novelties at prices never again to be repeated. 
We will display Christmas windows with a gift appeal 
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CEMS 


Emeralds Catseyes 
Rubies. Star Rubies 
Sapphires Star Sapphires 
Chinese Jade Black Opals 
Aquamarines and other 


Precious Stones 


AMERICAN GEM & PEARL CO. 


SIX WEST FORTY-EIGHTH STREET 
NEW YORK 
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Diamonds 
Precious Stones 


Vv 


48 West 48th St. 
New York 


Phone BRyant 9-0123 
































for both sexes. Our store will be decorated with holly 
and mistletoe, red and green colors prevailing.” 


Bunde & Upmeyer Co. 


William H. Upmeyer, of the Bunde & Upmeyer Co., 
Milwaukee, Wis., says: 

“We feel that for this year the appeal should be 
‘price, —‘price talks!’ ” 


Adams Jewelry Co. 


Alvin Magnon of the Adams Jewelry Co., Tampa, 
Fla., outlines his selling campaign in the following: 


“We are offering a special each week, from now until 
Christmas, in some diamond pieces at a very low price 
and are advertising it both in the newspapers and radio 
programs. We have a Christmas Savings Club started, 
offering 10 per cent interest to be paid on all money 
deposited in the store before Dec. 15. 

“In our merchandising policy we believe in using 
leaders to emphasize price and the names of standard 
manufacturers to build up quality. 

“We are now getting out our first of a series of 
letters, calling attention to the thousands of dollars in 
safe deposit boxes and savings accounts, saying that we 
believe buying has been suppressed as long as possible.” 


Bromberg & Co. 


Bromberg & Co., Birmingham, Ala., are out for 
Christmas business, read about their plan: 

“We are featuring particularly such gifts as leather 
pocket books, comb, brush and mirror sets, silverware, 
etc., and making our appeal on the basis that these arti- 
cles can be procured now at prices heretofore unknown 
and in all likelihood for less than in the future. We 
have decided to stress value rather than price and have 
a few outstanding values to indicate price.” 


Stelfox Co. 
E. J. Palm, of the Stelfox Co., Austin, Tex., says that: 


“Our Christmas appeal will be expressed with more 
thought, more energy, more advertising, more cordiality 
and better values. We will stress moderate price in our 
advertising.” 


Hess & Culbertson Jewelry Co. 


Leo J. Vogt, of the Hess & Culbertson Jewelry Co., 
St. Louis, Mo., says: 

“We think that price appeal will be necessary, com- 
bined with quality appeal, to get the Christmas business 
this year. We have begun to carry in all our advertising 
copy, some mention of Christmas and the ‘lay-away’ 
plan.” 


C. |. Josephson 


C. I. Josephson, of Moline, IIl., says: 


“Our appeal for Christmas business will consist of 
unusual values and a very complete assortment of mer- 


chandise. We will stress the moderate price of mer- 
chandise, linked with quality. We are planning several 
special mailings, to start about the middle of 
November.” 
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STAR SAPPHIRES 


Gems of Fascination 





The Gift to Her Fiancé 


The bestowal of a gift upon her betrothed by the 
fiancée is a charming custom that breathes the 
romantic spirit of the engagement period. The 
Star Sapphire Ring is suggested as being a par- 
ticularly suitable gift for this occasion. 





An extensive line of Star Sapphire rings for 
men and women, also cuff links and dress sets. 


LOUIS N. MARX 











551 FIFTH AVE. NEW YORK 
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FINE JEWELS DESERVE FINE MOUNTINGS " 
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Pat. No. 559949 





CHAS. GOLD & CO. 


MANUFACTURERS OF GOLD AND PLATINUM NOVELTIES 


PRESENT 


A New Improved 
Cigarette Case 


When case is in open position cigarettes 
may be easily removed without raising 
the flap or bending the cigarette. Simple, 
but a truly great improvement—and it 
adds sales appeal. 


The cases are styled for both ladies and 
gentlemen—made in 14k. gold—engine- 
turned, enameled or woven in two color 
golds. 
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SUGGESTED ITEMS FOR HOLIDAY 


KEY HOLDERS COMBINATION BIL 

BUCKLES CLIP AND PENCI 

VANITY CASES COMBINATION BIL 
CIGARETTE CASES KEY CHAINS CLIP AND KEY 
POWDER BOXES COMPACT CASES COMBINATION 
PHOTO LOCKETS HAND MIRRORS BOTTLE-OPENER 
KNIVES LIPSTICK HOLDERS AND CORK-SCRE 
CIGAR CUTTERS CHECK BOOK COMBINATION KN 
BILL HOLD HOLDERS AND KEY 
GARTERS CIGARETTE HOLDERS COMBINATION COMB 
SUSPENDERS MATCH BOXES AND MIRROR 


ALSO SPECIAL ORDER WORK 


WEST 477TH STREET 


BRYANT 9-9446 e 


New York 




















TOKIO PEARLS 


GENUINE PEARLS CULTURED 


The exceptional merit and exquisite beauty of 
these pearls grown in living oysters, have won the 
enthusiastic appreciation of leading jewelers 
throughout the country. 


TOKIO Pearls add prestige and are profit build- 
ing merchandise. 


We carry a most complete stock of TOKIO Pearls. 
The best obtainable qualities—at competitive prices. 


A FULL LINE OF 
GENUINE ZIRCONS 
STAR SAPPHIRES 
ORIENTAL SAPPHIRES 
RUBIES — EMERALDS 





PAPAZIAN BROTHERS 
DIRECT IMPORTERS 


2 West 46th Sireet New York City 


Antwerp: 26 Rue des Fortifications 
Chicago Rep.—C. T. Ahiborn, 159 N. State St. 
BRANCH OFFICES: 
Kobe, Bangkok, Bombay, Colombo, Singapore, Hong Kong, 


Shanghai 
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| Daniel Leker 


MANUFACTURING JEWELER 
FORMERLY 


V. DOUGHERTY CO., INC. 
7-11 W. 45th ST. 
NEW YORK CITY 


SEED PEARL JEWELRY 


SPECIALIZING IN REMODELING 


AND SPECIAL ORDER WORK. 




















Two Standard Books for Optometrists and Opticians 





General and Practical Optics 


By LIONEL LAURANCE 
(Third edition, 360 pages and index) 


Price $5.00 


Introduction to the Theory of Spectacles 


By PROFESSOR OTTO HENKER 
(English translation, 336 pages) 


Price $4.00 





OPTICAL JOURNAL & REVIEW 
239 West 39th Street 
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A BRIDE DECIDES— 


and the JEWELER 
—provides 


CAN YOU SATISFY 
HER—always? 










Send for Memo 


Selection 















Originators of 


Distinctive Wedding 





and Engagement R ings 
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MAKERS OF JEWELRY SINCE 1907 
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“IT’S WEAR 
THAT COUNTS” 
Ask your jobber’s 
traveling man for 
Bigney’s new 
creations. 


Bigney’s 
Mirror 
Finish 

Products 


Attention: 
Wholesalers 


Our new line will be ready for 


— l= 28 Sse se Ses — 


SococJJccJcwrktea 


your inspection by December 
10th 


show you some original and up- 


when our salesmen will 


to-date articles, including a beau- 
tiful line of lockets, gold-filled 


and 14K plate on sterling silver. 


Mr. G. A. Simmons has charge 
of our Chicago office. 


Cs 


| Mr. I. O. Urdang has charge 
of our New York office. 


The cuts below illus- 
trate some of our up-to- 
date sellers for the holiday 
trade. 


1007U — White Gold- 
Filled Patented Bos- 
ton Link, Soldered. 


Made in All Colors of 

Gold-Filled and in 

Dove White Triple 
Plate. 





B2002 — Man’s 
Watch Bracelet 
with Patent Rol- 
ler Bearing Catch 
and Patent Ex- 
pansion End 
Hooks. 





No. BX300/T76—Sterling Silver Buckle and Tie 
Clip Combination. 


Sold Through Wholesalers 


S. O. BIGNEY CO. 


ATTLEBORO, MASS. 
“THE HOUSE OF MIRROR FINISH FAME” 
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HAS THE CHARM OF 
NEWNESS > THE SELLING 
POWER OF PRICE - 


You can always count on Wallace to keep a finger on the pulse of 
business! 


To meet the present-day demands for inexpensive, yet good-looking 
merchandise, Wallace introduces Iris in Luxor Silver Plate. Iris gives the 
jeweler something new to show his customers plus an opportunity to talk 
low price. It is a value that the jeweler can confidently reeommend.as well 
worth the money, for Iris is Wallace quality, made with the masterly crafts- 
manship of Wallace. 


Women with all their desire to economize this year have not lost their 
desire for beauty. So Wallace designers have created a pattern that looks 
expensive—it is decorative to harmonize with the new trend toward more 
elegance in the home, the'straight lines give it a modern note. 


Another stimulant for sales—fourteen new trays and 
cases! You can induce customers to add to their order 
by showing them the lovely and convenient new trays and 
cases. Excellent for Christmas gifts, too! Write for 
prices and details. 


Every broadcast of the “Sons of Eli” adds to the popu- 
larity of these Wallace Sunday programs over the Colum- 
bia Broadcasting System at 2 P. M. Eastern Standard Time. 
Window display and other material to identify your store 
with these radio favorites are yours for the asking. 





R. WALLACE & SONS MFG. CO. 


Silversmiths — Wallingford, Conn. 


NEW YORK, 411 Fifth Ave. PHILADELPHIA, 1204 Chestnut St. CHICAGO, 10 So. Wabash Ave. 
SAN FRANCISCO, 140 Geary St. LOS ANGELES, 811 W. Seventh St. 


MEMBERS OF THE STERLING SitLVERSMITHS 
Guitpn OF AMERICA 





























A formal dinner table set with sterling silver harmonizing 
in design with the early English dining room. 


Silver Selling Christmas 


on prices of sterling 
and plated silverware are so low that the public has 
turned to purchasing. Today in the average home ad- 
vantage has been taken of this fact and sales have in- 
creased accordingly. This condition offers a better op- 
portunity for the retail jeweler to promote silverware 
as Christmas gifts than has occurred in previous years. 
Price will be a big factor in this year’s Christmas pur- 
chases, and silverware should draw its full share of sales. 

American silverware of today compares favorably in 
design and workmanship with any European product, 
and lends itself to so many uses that at present prices 
even the modest home can step out of the dining room 
and enjoy the benefits to be derived from additional 
purchases. 

Silverware has always been a prized possession, and the 
fact that it is so enduring makes it an heirloom that can 
be handed down from generation to generation. Pride 
of possession and lasting value are strong sales points for 
the jeweler to stress in his Christmas merchandising pro- 
‘gram this year. 

In a well-selected silverware stock suitable Christmas 
gifts can be found for every member of the family. 
Calling attention to this fact and advertising and dis- 
playing articles in such a way as to point public attention 
in this direction will help increase sales and build store 
prestige. 

In a recent article by John Drake, executive secretary 
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of the National Jewelers’ Publicity Association, he says: 

“According to a survey covering many years the prin- 
cipal purchasers of silver in the past were the somewhat 
limited class of people with incomes of $10,000 a year 
or more. In order to furnish the table adequately with 
Sterling silver and properly decorate the buffet, a con- 
siderable outlay was essential. In the present market it 
is found that people with incomes as low as $2,000 a 
year become silver purchasers. Even the division of 
people with incomes less than this figure now buy silver.” 


Silver vases filled with fresh 


flowers in the living room, with a pair of candlesticks 
over the fireplace, lend attractiveness to the surround- 
ings. Console sets add decorative interest and, of course, 
in the dining room silverware is essential on tables and 
buffet. Suggest new uses for silverware to prospective 
purchasers and display it to show use of the articles. 

In planning your Christmas sale campaign do not 
overlook the little ones. There are so many attractive 
offerings now on the market to please children that silver 
Christmas presents for little boys and girls will be easy 
to select and will not only please them but prove of 
utilitarian value as well. 

How about setting a Christmas table in your store to 
attract added attention to silverware? Many jewelers 
have done this with profitable results. 
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These Patterns Have 
“CONSUMER ACCEPTANCE” 



































HUNT CLUB | | 











: newest 1932 sterling— 
modern Empire in design, following the 
present trend in fashions—introduced by 
a National Advertising Campaign, is 
spectacular because it is named in honor 
of the late Sir Thomas Lipton, beloved 
sportsman. 


Shamrock V. is outstanding because it 
is a beautiful desirable design — plus 
“That extra selling power — the Sham- 
rock V. display and duo-purpose case.” 

This lowest priced Sterling in Gorham 
history is backed by 9,718,105 pages of 
National advertising in eight class 
publications, 





THE NEW GORHAM CATALOGUE 


Tue BEAUTIFUL 1931 PATTERN 
appealing to the ultra smart and modern 
tastes combined with a selling program 
which increases the possibilities of large 
initial orders. Jewelers who purchased a 
representative stock of Hunt Club and 
merchandised it with the “now famous 
Hunt Club window display” and “Buffet” 
chest have had unusually splendid 
results. 

Today, Hunt Club has won tremendous 
consumer acceptance and is firmly estab- 
lished as a leading seller. 


BUILD CONSUMER ACCEPTANCE WITH THE NEW GORHAM STERLING CATALOGUE. 


Keep it on your counter where it will attract the 
attention of your customers. 


THE GORHAM COMPANY 









































Upper Left—Guest service 
showing silverware pattern. 


-Upper Right—‘“‘Oscar of the 
Waldorf.” 


Right—Formal banquet 

table in private dining room 

in the world’s most famous 
hotel. 








Silver for the Formal Banquet 


Phe arrangement of the 
formal banquet held in the hotel and restaurant differs 
in many respects from that within the home, particularly 
in the setting of silver. Herewith are shown photographs 
of a banquet table in a private room of The Waldorf- 
Astoria, the world’s latest and most famous hotel at 
Park Ave., and 49th and 50th Sts., New York. The 
setting, together with the setting of a single place, both 
having been approved by Oscar, the Waldorf’s famous 
host and America’s noted specialist in the art of dining. 

The silver used in this setting is of a special Celtic 
design with a strong influence of the Scandinavian. This 
design was chosen, as the hotel management wanted to 
avoid the conventional hotel silver. This silver which 
totals 120,000 pieces was designed and made specially by 
the International Silver Co. It includes 32,000 forks, 
32,000 knives, 32,000 spoons, the balance being special 
pieces for the table and various types of hollow-ware. 
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Altogether there are 40 types of silver, from the smallest 
coffee cup to the largest serving pieces and 160 different 
pieces of hollow-ware. The manufacture of this special 
service took 15 months after the order was given. 

The china and glassware used is also of a design 
especially made for the Waldorf. The special service 
china for afternoon tea was made by the Rosenthal China 
Co., of New York and Bavaria while the regular service 
was imported by Nathan Strauss & Sons. 

In these days when more and more formal banquets 
are being held outside the home, greater attention is now 
being given to the detail of the table setting of the 
restaurant and hotel than in past years, and this is par- 
ticularly true in the smaller centers. Sometimes in these 
private functions, special silverware has to be supplied. 

Jewelers may find it advantageous to aid their local 
hotels and fine restaurants in keeping on hand a complete 
line of silver for such formal occasions. 












80 
THE JEW ' 
ELERS’ CIRCULAR . 
December, 1931 


nd West SALES have 
aise! Lhe new LOTUS 
f those rare triumphs of 
the sight of all people: 


South—East @ 
followed unprecedented pr 


pattern is apparently one © 
design which are lovely in 


Its charm is natural. 


NortTH and 


reserve as 

Lotus silver fort 
is all.” 

rms pay n° dividends. Make room 

and competent 


Inactive patte 
LOTUS. Its serene 
i LLING POWER 


for the lovely 
dmiration 1s 1 
protection for se- 


COMPANY 


MassacHu SETTS 


THE WATSON 
92, WATSON Park, ATTLEBORO, 
Los Angeles 


New York City 
643 So. Olive St- 


347 Fifth Ave- 
Chicago 
37 So. Wabash Ave. 


3 on using 
anized 






teresting hint 
our newly org 
VATE sILVERSMITH . 
SERVICE c/ . MY 
4 “ 
ge W 


MARK 







PRI 


TRADE 


Watson Sterling 


































— 





Hoard Some Silver 


The last time the country went through a crisis it was 
considered mighty poor taste and unpatriotic to buy and 
hoard; but some of the best minds of today are advising 
everyone to buy, and buy, and buy some more. In the 
shops where silver is sold there are some real temptations 
to buy and hoard. There is little danger of hoarding in 
vain, some youngster is always in need of pieces of table 
silver, knives, forks, napkin rings, spoons and porringers, 
and such things. They can be set away without: danger 
of harm till the anniversary or christening party, or what 
not, appears on the calendar. 

‘Then there are always bridge parties coming, and such 
attractive silver things may be bought for prizes which 
are now from twenty-five to forty per cent lower than 
they were, and they will bob up in price again as soon as 
business resumes normal, so we are told. 

Sets of silver ash trays, cigarette cases, bon bon dishes, 
silver place-card holders, vases, goblets and cocktai’ 
shakers and glasses may be found at low prices and in a 
profusion of patterns. For larger prizes and gifts, the 
silver platters which have removable glass dishes inside 
are interesting; the latter may be used for cold meats 
when the glass dishes are removed. One of these seen 
recently held three glass dishes, one long one for celery, 
and two smaller ones for radishes and olives. 

There is almost no end of things which could be sug- 
gested for buying and hoarding. 





Why Stress “Perfect” Diamonds? 
(From page 69) 


to make a sale of the larger imperfect diamond after care- 
fully pointing out the imperfection to the customer. 

Diamonds have increased in price from decade to dec- 
ade, and a certain buying resistance has undoubtedly 
grown up because of the decreased size of the diamond 
which a customer can get for a given price. 

To break down that resistance it would seem wise for 
all branches of the diamond industry to cease stressing 
the question of perfection in diamonds, as it is a fact 
well known to the trade that so-called ‘“‘perfect”’ stones 
are often inferior in beauty and even in value to other 
diamonds of the same size which are imperfect but are 
of better material or cutting. 

Extensive national advertising of diamonds, though 
directed entirely to trade-marked or tagged diamond 
jewelry, insofar as it develops and encourages the buy- 
ing of diamonds by the public, is bound to be of service 
to every live jeweler in the country. 

It is patent that the diamonds’ in such nationally adver- 
tised jewelry can only be distinguished from other dia- 
monds of like size and quality by reason of the tag at- 
tached to the jewelry, and any jeweler: therefore who is 
a cash buyer or who enjoys good credit has no reason 
to be afraid of any fair competition. 

The tenor of some of the recent advertisements, how- 
ever, seems to reflect on the probity of the retail jeweler ; 
this is neither fair nor warranted, and it is to be hoped 
that future advertisements, while they may boost the 
advertised diamonds without limit, will omit the kind 
of unethical implications which have appeared in some 
of those advertisements. Yours sincerely, 

Meyer D. RorHscHILp. 
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Reduced Prices Still in Force 


Even though the silver market has advanced on bar 
silver and is still advancing we have not advanced 
our prices. They are, however, subject to change 
without notice. 

These unparalleled prices are the lowest in the 
history of the industry. 

We are the only manufacturers of the beautiful 
Baltimore Rose Repoussé flatware. 





TEA SPOON MEDIUM $10.00 Doz. 
MEDIUM FORKS 24.00 “ 
MEDIUM KNIVES 21.00 “ 
OYSTER FORKS 11.60 “ 
SALAD FORKS IND. 15.00 “ 
BOUILLON SPOONS 14.00 “ 
CREAM SOUP SPOONS 15.00 “ 
BUTTER SPREADERS 12.00 “ 
ICE CREAM FORKS 15.00 “ 
ICE TEA SPOONS 18.00 “ 
SUGAR SPOON . 1.25 Each 
BUTTER KNIFE 2.00 “ 
CREAM LADLE 2.25 “ 
GRAVY LADLE 3.25 “* 
OLIVE FORK 125 “ 
LEMON FORK a5 


Retail Prices—Subject to Discount 


Matching odd pieces in 
Sterling Silver our Spe 


The Schofield Company 
Designers and Makers of Sterling-Silveerware 
Joseph D. Little, Manager 
Baltimore, Maryland 


Established 1871 
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Soon after January 1 a newly designed line of ster- 
ling silverware will be presented by the Concord Silver- 
smiths. 


Our organization, though new, comprises a person- 
nel of master craftsmen, many of whom learned their 
trade under the late William B. Durgin. Every man 
in our organization has a personal pride in this en- 
terprise, he realizes that we are built on the reputation 
that he and his associates have established in the past 
through the medium of fine silverware. 


Our plant is fully equipped and already functioning. 
Our department heads are working craftsmen and the 
President’s Desk constitutes the Production Department. 
Thus every order receives the personal attention that 
insures satisfactory results. 


In January our new line will make its appearance. 
You will find it superbly designed, of good weight and 
reasonably priced. Both flatware and hollowware will 
be represented. 


Meanwhile our facilities enable us to make reproduc- 
tions and special goods in gold or silver. We will be 
glad to submit drawings and estimates. ° 


Distribution through high grade jewelry stores only. 


Concord Silversmiths, Inc. 
Concord, N. H. 
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Silversmiths Guild Honors George Lunt 


Gold Watch and Chain Presented to Dean of the Craft on Occasion 
of 50th Anniversary in Silver Trade 

GREENFIELD, Mass., Nov. 10.—To honor and con- 
gratulate George Lunt on his 50th anniversary in the 
silverware business, employes of Rogers, Lunt & Bowlen 
Co., of this city, stopped work an hour earlier recently. 
To have witnessed the reception was to have seen but one 
more demonstration of the love and esteem in which the 
dean of the silver industry in America is held by all 
privileged to know him. 

While the evidence of love and loyalty from his own 
staff and co-workers was very obviously dear to his 
heart, it was evident that the note of the entire recep- 
tion that touched the deepest chord was an expression 
of esteem and regard from his competitors—the mem- 
bers of the Sterling Silversmiths Guild. 

A committee, headed by G. H. Niemeyer, vice-presi- 
dent and general manager of Handy & Harman, pre- 
sented on behalf of the Guild, a gold watch, chain and 
knife. Mr. Niemeyer as usual was most happy in his 
brief address of presentation, sketching the high lights 
of the guest of honor’s career as follows: 

“George Lunt began at the bottom of the ladder. He 
created his own opportunities in his chosen field. He began 
as an engraver and became a very good one. He studied 
design and the fundamentals of art, and today his opinions 
are sought by authorities on this subject. 

George Lunt is a plain man—a modest one—a man with 
a keen mind, quick to size up a situation, with a natural 
aptitude at figures and the ability to express fundamental 
economic facts through simple and homely illustrations. He 
has a fine sense of humor and in his dealings with others 
he is fair, honorable and sympathetic.” 

Mr. Lunt was born in Newburyport, Mass., where 
he learned the trade of engraver and later coming to 
Greenfield, took charge of the engraving department of 
A. F. Towle & Son, eventually becoming assistant man- 
ager. When the firm went out of business in 1900, 
Mr. Lunt bought the tools, machinery and trademarks 
and organized the present Rogers, Lunt & Bowlen Co. 
of which he is treasurer and manager. He is also a 
director of the Franklin County Trust Co., trustee of 
the Greenfield Savings Bank, director of the Cooperative 
Bank, and Lamson and Goodnow Mfg. Co. of Shelburne 
Falls. 

No list of Mr. Lunt’s accomplishments, however, 
would be in any sense complete which did not include 
mention of the most valuable contribution he has made 
to the formation and strengthening of the Sterling Sil- 
versmiths Guild as well as his contributions to the litera- 
ture on silverware generally. 





A double page silver advertisement is being run in the 
Dec. 1 issue of one popular magazine and the December 
issue of another. The opportunity to procure sterling 
silver service at prices lower than ever before is fea- 
tured as the main theme of the ad together with the 
idea of “completing one’s service,” and matching up at 
current advantageous prices. Both messages are well 
timed to fit in with the peak gift season of the year. 
The unusual feature of the advertisement is the fact 
that it displays 72 of the active and most competitive 
patterns of the members of the Sterling Silversmiths 
Guild which sponsored the announcements. 
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Silver positively cannot | 
tarnish im these .... 


SILVERSEAL 


THE ORIGINAL AND ONLY 


ARNISH PROG 
Si 


LVERWARE I CHEST 


Or i 





Design Patent 
Applied For 


Advertised in and guaranteed by Good Housekeep- 
ing, and approved by several thousand users. 
. DO NOT CONFUSE 


Silverseal Tarnish Proof Chests 


Which have now kept silver from tarnishing for 
nearly seven years on account of Patented 
Treated Lining 


WITH 


Just Anti Tarnish or Non Tarnishing Chests 


The lining of which when New is free from 

Sulphur but has NO power to kill the Sulphur 

fumes in the air which come into the chest and 
tarnish the Silver. 


Write for catalogue and prices. 


Assoctated Silber Company 


4452 Ravenswood Ave., Chicago 
| E. & A. Gunther Co., Lid., Brantford, Ontario, Can. 


Patent No. 1791594 
Patents Pending 
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THE JEWELERS’ 


FOR THE HOLIDAY SEASON 


CANDLESTICKS IN MANY STYLES, FROM THE SIMPLEST AND LEAST 
EXPENSIVE TO THE MOST ELABORATE 











No. 2637, 8 ins. No. 2538, 12 ins. No. 2542, 11% ins. 


CURRIER & ROBY 
217 E. 38th ST. NEW YORK 


A 
NEW 


HOTEL 


ADJACENT 
TO THE 


NEW A Philadelphia W elcome 


JEWELRY 
DISTRICT that fine hospitality for wh ich 




















Faas hn art cre ra this old town is noted, awaits 


SAMPLE ROOMS AND SUITES AVAILABLE 


you at this famous doorway 
EVERY ONE of the thousand rooms contains a 
RADIO, PRIVATE BATH, CIRCULATING ICE , ... ALL the comforts and 
WATER, SERVIDOR. 


Single from $2.50 daily. Double from $4.00 daily. luxuries of living at your 


command in the actual center 


The NEW HOTEL race 
VICTORIA BELLEVUE 


7TH AVENUE AT 51ST STREET, NEW YORK 
STRATFORD = 227%5 4570” 


Harry B. Kurzrok, Resident Manager 
William B. Cravis, Managing Director Claude H. Bennett, General Manager 





























Coffey Lectures Before Cincinnati Groups 


CincinNATI, Nov. 21.—Acting on the theory that 
pupils in schools were potential jewelry buyers the Great- 
er Cincinnati Retail Jewelers’ Association arranged for 
a series of talks in both public and parochial schools given 
by P. J. Coffey, president of the National Jewelers Pub- 
licity Association. Coffey was the guest of the local 
retail jewelers for three days this week and he probably 
made a great many persons “jewelry minded” by the 
series of lectures he gave while here. 

Not only school children, to whom he explained the 
evolution of time keeping, but also to members of 
luncheon groups, lodges, clubs and Masonic forum along 
with jewelers generally, did Coffey bring a message of 
“The Romance of Silver,” “The Story of the Diamond” 
and “The History of Time Keeping.” 

The retail jewelers group in Cincinnati is making an 
aggressive fight to arouse greater interest in its market 
and seized the visit of Mr. Coffey as an important means 
of keying up buying curiosity in jewelry more especially 
at this time because of the nearness of the holiday season. 





Text Book on Gems Brought Up-to-Date 
NE of the most popular textbooks on precious stones 
used in the jewelry trade of recent years is ‘““Gems 
and Gem Materials,” by Dr. Edward Henry Kraus 

and the late Dr. Edward Fuller Holden, both of the 
University of Michigan, where Doctor Kraus is the Pro- 
fessor of Crystallography and Mineralogy, and Doctor 
Holden was former instructor in the same subject. Jewel- 
ers, who are familiar with the work, as well as those 
to whose attention it has come, will be interested in the 
announcement just made by the McGraw-Hill Book Co., 
the publishers, that the second edition of this work, bring- 
ing it up-to-date, is now available. The work can be had 
from THE JEWELERS’ CIRCULAR at $3, the same price 
as the former edition. 

In the seven years since the first edition appeared there 
have been additions to the information available on gems 
which Doctor Kraus has recognized and recorded so the 
changes are in no way of a perfunctory character. While 
the tables are essentially the same as the first edition, some 
changes and corrections have been made. Sixty-nine cuts, 
for instance, have been added and the text has been ex- 
panded by about 38 pages. 

In the additional matter he has included a large amount 
of new and first-hand: material that he has been able to 
acquire since the first edition has been printed, as a result 
of a visit to leading educational centers of Europe and 
to the gem-cutting industries of Idar and Amsterdam and 
to the European plants manufacturing synthetic material. 
This last has led to much new material introduced in 
Chapter III in regard to the manufacture of gems. 

The section in which the jeweler will probably find 
most additional information is Chapter VII. Here the 
portion dealing with the cutting of diamonds is largely 
revised and rewritten in close cooperation with Milton 
Kadison, a New York diamond cutter, and additional 
statistics inserted on the subject of diamond cutting 
abroad through the cooperation of Henri Polak of Am- 
sterdam. The section dealing with the cutting of stones 
other than diamonds was entirely rewritten and greatly 
expanded. A description of gem cutting in Idar is based 
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on personal observation of the author in that district as 
well as correspondence with Hermann Wild, a leader 
of the industry there. 

In the chapter on diamonds the text as to the occur- 
rence and recovery of the stone has been rewritten and 
expanded, as has also the section dealing with varieties 
of the gem. In the description of other gem minerals, 
minor changes have been introduced and a large number 
of new illustrations on these appear. The description of 
amber particularly is new and very much more extensive 
than that contained in the old work. 

It might be mentioned in passing that the work is 
written essentially as a textbook on gems, inasmuch as a 
course in gems is part of the regular course in mineralogy 
at the University of Michigan conducted by the author. 
The course in gems and gem materials is given during 
the second semester. Incidentally, it might also be men- 
tioned that this university has now a very extensive col- 
lection of boules of the various varieties of synthetic 
rubies and sapphires which Doctor Kraus gathered from 
the leading manufacturers of Europe during his researches 
on the continent. 





Customs Decisions on Jewelry, Beads and 
Precious Stones 


WasuHIncrTon, D. C., Nov. 10.—Several opinions of 
interest to the jewelry trade have been rendered recently 
by the United States Court of Customs and Patents 
Appeals. 

In the case of Winter Bro. against the United States. 
Glass beads were assessed at 45 per cent as beads in imi- 
tation of precious or semi-precious stones. The importer 
protested that they were properly dutiable at 35 per cent 
as beads not in imitation of precious or semi-precious 
stones. The United States Customs Court overruled 
the protest of the importer and the Court of Appeals 
has upheld that overruling. 

* * * 

In the case of the United States against Cohn & Rosen- 
berger, Inc. Bone roses were assessed at 80 per cent as 
unfinished jewelry. The importer protested that they 
were properly dutiable at 25 per cent as manufacturers 
of bone. The United States Customs Court sustained 
the protest of the importer, but their judgment was re- 
versed by the Court of Appeals. 

e  o-8 

In the case of the United States against A. Moseini. 
Certain stones were assessed at 60 per cent as imitation 
semi-precious stones, not faceted. The importer protested 
that they were properly dutiable at 20 per cent as imita- 
tion semi-precious stones, faceted. The United States 
Customs Court sustained the protest as to exhibit one, and 
overruled it in all other respects, and their judgment has 
been modified by the Court of Appeals and it has been 
held that the protest should have been overruled in its 
entirety. 

* * * 

Metal buckles were assessed at 80 per cent as articles 
designed to be worn on apparel. The importers pro- 
tested that they were properly dutiable at 15 cents per 
hundred plus 20 per cent as belt buckles. The United 
States Customs Court sustained the protest of the im- 
porter and the Court of Appeals has affirmed that judg- 
ment. 
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STRANDED 


without a cent 
in a strange cety 





but this FREE 


CREDIT COIN 
secured money 
at once 


SHow1nc his United Credit Coin 
to the cashier of the local United 
Hotel ... the stranded stranger be- 
came a friend immediately. This 
coin established the traveler's 
identity, and enabled him to cash 
his checks. No one who travels 
should be without this extra con- 
venience and protection. 

Experienced travelers say this free 
Credit Coin saves from 5 to 20 
minutes, every time they visit one 
of the 25 important United Hotel 
cities. No one else.can use your 
coin. Both its number and your 
signature are registered . . . giving 
you positive protection. It’s easy 
to carry this coin, as it fits on any 
key ring or watch chain. 


... Won't you take advan- 
tage of this convenience, 
free if you mail coupon 


SSOHOHOSHOHOSOHOSSOOHEEHEEOEESSOOSOSESEOEEESEEES 





UNITED HOTELS COMPANY 
1418 United Building, Niagara Falls, N. Y. 


Kindly send me complete details 
and a blank for your Credit Coin. 


Name —_ 
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UNITED HOTELS 
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ARE YOUR 
STOCKS 
UP-TO-DATE? 


We suggest filling them in with 
new quick-moving items from 
our 1932 catalog. 


Just off the press. 
J. W. JOHNSON 


14 MAIDEN CVILVERWARE 1 W. 47th 
LANE INCE 1869 STREET 


NEW YORK 






















ANINVITATION 


FROM BRITISH MANU- 
FACTURERS TO EVERY 
AMERICAN BUYER 


COME TO THE B.1.F. 
BRITISH INDUSTRIES 
FAIR 


OPENING FEBRUARY 22, 1932 


Covering the entire range of manufactures. Prices 

lower than ever for American importers ... All in- 

formation and facilities (including free passport visas) 
from any British Consulate. 





Novelties, General Goods at London, 
Olympia— Feb. 22 — March 3 


Cottons, Woollens, Silks and All Textiles at 
London, White City — Feb. 22— March 5 


Machinery and Heavy Goods at Birmingham 
— Feb. 22 — March 4 
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This gift department in the jewelry 

store of Arthur A. Everts Co., Dallas, 

Texas, develops store traffic, in- 

creases customers and stimulates 
sales and profits for the owner. 
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15™ SEMI-ANNUAL 
SHOW 
LAS TERN 
MANUFACTURERS 
AND IMPORTERS 


> Aall-jar 


FEBRUARY I 'TOle” 


PALMER HOUSE CHICAGO 


Fe AR: TWARE 
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Correct time is linked 
with “a good light” in 
this combination watch 
and cigar lighter. The 
lighter is operated by a 
spring which throws back 
the lid, and each time it 
opens the watch is 
wound. It retails for $40. 














i] HOLIDAY GIFT HINTS 



































This attractive pair of book- 
ends is one of a series of 15 
bronze statuettes done in the 
Colonial spirit. The figures stand 
54 inches high and may be had 
in statuary bronze or finished 
in Roman gold, tinted with 
colors. They will retail at $5 
a pair. 
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modern flask holds one 


fifth of a gallon of any beverage, 
water included. It is decorated 
with black and tortoiseshell un- 
breakable enamel on sterling sil- 
ver and lined with 24 Karat gold. 
The cover of the flask is in the 
form of a collapsible cup. This 


item retails for $100. 








Orange juice cocktail glasses are enjoying an ascend- 

ting vogue for use in the breakfast ensemble The 

hand-painted decorations on these glasses are in red 

and green colors and are burnt in. They retail for 
$9 a dozen 


Especially popular this year is the Federal design ex- 

pressed in this American style lamp. In keeping with 

the Washington bicentennial celebration, the eagle 

decoration is very appropriate. Lamp and shade re- 
tail for $18. 
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IBOSTONGIFT SHOW 


(issociated Castern 


Cxhibitors 


ISTATLER HOTEL. BOSTON 
|FEBRUARY 2970 MARCH4 


Inclusive 


Uning presentd? 
difficulties . 


Nto money: makin 
\ Opportunities 


Georgel Liitle Manager 220 Fifth Ave New York 
RS An a. 6 Sw 



































What About Your Christmas Gift Stock? 


Md 
tokens comes but once a year.” 
We will soon have the holiday season with us, with all 
its attendant rush and confusion, and it is up to us to be 
prepared for it. 

However frenzied and reckless the Christmas shopper 
may appear, still, there is ‘method in her madness.”’ She 
is keen and observant of several things, namely: New and 
different items, articles particularly suited to various 
people on her gift list, a comparison of the merchandise, 
both in general and particular, offered by the various 
shops. Oh, yes, there is considerable method and “system” 
in the campaign that she has embarked upon. This, then, 
is the first matter to be considered: Just any sort of holi- 
day goods are not going to please the shopper. Neither 
are those which are cheap and showy and all gotten up 
with the proper holiday flair. Remember that she is wary, 
this holiday shopper. 


The thing to do is to first try and get her point of view. 
So try to put yourself in the place of several of your 
customers, in varying financial circumstances, and, judg- 
ing from what you know of them, their likes and dislikes, 
you can get a general idea formulated in your mind as to 
about what sort of holiday merchandise will best appeal 
to them. 


It is also well to think back over previous holidays and 
consider, in a very general way, just about what different 
lines of merchandise went well. About the best that you 
can do is to remember that about anything in the follow- 
ing category is likely to be bought for a Christmas gift: 
expensive, inexpensive, sensible, frivolous, useful, orna- 
mental, and either for the young, old, or middle-aged. 


This means that there is probably much of your regular 
stock on hand that can be worked in (or off, perhaps) at 
this season, along with your new holiday stock. And be 
sure to take advantage of this opportunity, for perhaps 
it may present just the occasion that you have been waiting 
for in order to get rid of some of this stock. It is far 
better to move it out at this time, at the regular prices, 
than it is to have to sell it at a bargain price some time 
later. So take special pains in giving such stock the very 
best possible display. Prink up some of the articles if it 
seems necessary. For instance, perhaps a perky new shade 
will entirely transform and readily sell a lamp that you 
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have long wanted to get rid of. Get out everything that 
you have that is suitable for men’s gifts, for most every 
woman seems to have got the idea that it is difficult to 
find suitable gifts for men. Well, let them think so, and 
then your varied assortment, suddenly sprung upon them 
as more or less of a surprise, will impress them all the 
more and they will mention it to others, of course. 


Supposing everything, or about everything, has arrived, 
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THREE WISE GIFTS FOR MEN 
WHO PREFER UNUSUAL PRESENTS 


These novelties for gifts are proving to be good sellers. Merchants are constantly 











sending in repeat orders. 




















BOTTOMS-UP MIXES WELL 
The design shows two ducks IN ANY 
COMPANY 


feeding .on the bottom of 


the pond—with their legs in This churn cocktail shaker 


has proved itself. It is one 


the air. They encourage 
mirth at a party. 


of the most practical mixers 
on the market—at the same 


time novel. 


COCK-EYED COCKTAIL 


One of the latest innova- 
tions in cocktail glasses. 
Shows the head of a rooster 
whose eye is always on you 
no matter in what position 


you view it. 














“Madrid” S-680 


T.G.HAWKES&CO.. CORNING.N.Y. 


HAWKES 
Pacific Coast Office 


iow Tack Oties Makers of Rock Crystal Glassware for Over Half a Century O65 South Ove Be 




















and Christmas is every day rushing nearer and nearer. 
So now it is time to get the stock out and on display and 
to “trim up” the store. You notice that the “trimming up” 
is mentioned last. It seems that that is when it should be 
done. Unfortunately, some jewelers start with that first 
and in their enthusiasm deck out the shop as though it 
were a Christmas tree. Of course, everyone wants to see 
Christmas decorations everywhere at Christmas time, 
especially in the home. But in the case of the jeweler we 
simply must keep in mind that it is the merchandise dis- 
play which is of paramount importance and the holiday 
trimming must be subordinated. If you have your shop 
so well decorated that people come in and stand around 
gazing, open mouthed, and exclaiming, “How lovely! 
How Christmassy!” it may be nice in one sense, but, on 
the other hand, the decorations first caught the eye, and 
they have looked right over the heads of your merchandise, 
so to speak. What you want in order to produce results, 
in a sales sense, is to have your merchandise display strike 
them right in the face, so to speak, as they come through 
the door. You want them to exclaim over that instead of 
over the decorations. And the result is, that they are so 
forcibly impressed that they soon get right down to busi- 
ness on the matter of selecting and buying. And that is 
what you want, since more and more customers are con- 
tinually streaming through the door. Beware of over- 
doing your Christmas decorative effect but of course do 
not neglect it altogether. 

Now about the arranging of the merchandise. The best 
plan is to first work out a general scheme, in your mind, 
at least, as to the sort of display that you have in mind 
to make, and also about where the different kinds of mer- 


chandise are to be placed. Above all things, allow plenty 
of room for your customers to move around in. Don’t 
work out your scheme as you go along, for you will find 
that if you haven’t pretty definitely in mind just about 
what you are aiming toward, that it will resolve itself 
into such a cluttered up affair that it will be an all-night 
job to straighten out. 


If it will help any, make a sort of working sketch on 
paper, but anyway, have some method figured out before 
you begin. And when at last you do get it looking quite 
to your satisfaction, then put in your Christmas decora- 
tions, but be frugal with them, and be careful what you 
choose. A few potted poinsettias and holly trees (both 
artificial) and a few well made holly wreaths will give 
a holiday air to the place, just as much as would yards 
and yards of garlands, and such things. 


Then, your show windows must also be dressed up for 
the occasion. Some jewelers seem to think that if they 
cram their windows full of everything imaginable that 
they have made a “big,” and effective holiday display. By 
way of contrast, have but few and varied items in your 
windows, allowing each article plenty of space in which 
to show off to the best advantage. If you have two win- 
dows, it might be good to have gifts for grown ups in 
one and gifts for children in the other. 


Hold some of your holiday merchandise in reserve so 
that when the real and brisk buying begins you will have 
the wherewithal to replenish your depleted stock. Now 
that you are “all set,” so far as your display is concerned, 
get your announcements out right away. But be sure to 
have your display ready first. 





The 


43-47 West 23rd St., New York City 





Patrpotnt Corporation, sew 





NEWCASTLE PATTERN 
SILVERPLATE of QUALITY is always in demand, especially the Old English reproductions. Our Newcastle 


pattern features the Gadroon Border, which came into fashion in England at the end of the Seventeenth 
Century. This pattern has beauty, simplicity and quality at a moderate price. Write Now for Prices. 


Bedford, Mass. 


150 Post St., - - San Francisco 
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The perfect contract card !... 


A new card for contract 
players! A style of face 
never presented before —a 
suspicious King, a flirtatious 
Queen, a worried Jack! But 
most helpful and revolution- 


ary of all—Past-l-eze has its face 
Instead of conventional 
white, so annoying to the eye and dis- 
tracting to the player’s game, warm 
green and a soft cream help keep 
the player’s mind on this game which 


in colors. 


Past-Leze 
BY 


Fan-c-pack 








yours early. 


needs concentration! The 
backs vary—the one shown 
above illustrates a scene 
from Dickens’ Old Curi- 
osity Shop. The familiar 
old shop and its quaint 


environment are colorfully repro- 


duced in ‘‘Print Style’. 
Orders filled as received; so place 


{$6.00 a dozen.} " 


Packed in Singles, Doubles and Fours. 


FAN-C-PACK COMPANY : INC. 


352 Fourth Avenue, New York City . 


J. P. HUTCHINSON, PRESIDENT 


Chicago—The Merchandise Mart 











A Year Before Christmas 
(From page 45) 


to shop know that here is one place they can be sure of 
parking space and as they have their cars off their minds, 
they need not hurry away as they used to. To another 
man I pay $50 a week just to smile at people as they 
come into the store. Salesmen are here only to wait on 
customers. We have no use here for high powered sales- 
manship. Instructions are never to urge a person to buy 
anything, or even to call his attention to another feature. 
Everything in the display windows, the showcases and on 
tables is plainly marked as to price and accompanied, 
where advisable, by an explanatory card stating honest 
facts. 

The psychology of the thing is this: People do not 
like to be urged to buy. If they see what they want 
marked plainly at a reasonable price, they will come in 
and purchase it. ‘They are free agents all through such 
a transaction. ‘They feel good over the whole deal. So 
they have good will for the dealer. But if they see some- 
thing they want and find the price tag turned over, the 
tendency is to walk right by. They resent the trick to in- 
veigle them into the store and give a clerk a chance to try 
his salesmanship on them. They have anything but good 
will for that store. And if all through the year they trade 
at stores where they enjoy buying, by what logic can one 
figure that they will purchase largely at Christmas from 
a jeweler they do not know? 

Lately we have tried leaving one or two watches on 
top of the showcase, with price and explanatory cards. 
Anyone who comes into the store can pick up those 
watches and examine them freely without feeling the least 
obligated to buy. The salesman merely nods and smiles 
and busies himself elsewhere until he sees that the cus- 
tomer wants more information. We have noticed that 
the first question most often asked in these cases is: “How 
much of a down payment would be required to hold this 
for me?” ‘Then the customer was told that a dollar 
was enough, the comment invariably was: “I thought it 
would be much more than that.” “No,” says the sales- 
man, “and if when the times comes you want us to hold 
it longer for you, we will be glad to do it. And if you 
decide later that you do not want the watch, we refund 
your dollar.” , 

So now the customer gets all this information from 
cards on the showcase when he stops at the surprising 
sight of a beautiful watch where he can examine it 
closely. And since we tried this unusual sales method 
we have averaged five layaways a day, whereas before 
we had not averaged one layaway a week. By the mid- 
dle of October we extended the system to all lines in the 
store and so have a good start toward our Christmas 
trade, just through small deposits that will bring cus- 
tomers back during the holiday season. 

Although we started as a jewelry store, for some years 
we have been using among our showcases narrow tables, 
a little longer than they are wide. Here we display real 
bargains in china, glass, silver and pewter, all plainly 
marked as to price and any additional information of 
interest to the customer. Here are covered sugar bowls 
with cream pitchers to match, of colored glass and ar- 
tistic in shape, a real bargain at nine cents a set; lem- 
onade sets in season for 43 cents; vases, large and small, 
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“CELERY and OLIVES” 
by HOPE 














(Patent Pending) 





A new “crystal” tray for the well-appointed table 
with ample capacity for these two delicacies. 
Note:—Large center compartment suggests many other uses 
for this practical tray. 
NOW IN TWO PRICE FIELDS 


No. 1176/30-9 in. Celery and Olives. Elaborately engraved. 
: (Special) $1.75 Each, Packaged 

No. 1176/29-9 in., as Illustrated. Engraved center with cut and 

polished border. $2.50 Each, Packaged. Write for Samples. 





HOPE GLASS WORKS 


ESTABLISHED 1872 


EAST PROVIDENCE, R. I. 








SILVERSMITHS may obtain exclusive numbers and designs 
suitable for mounting. 














OVEL Pavelco Sparkling Hobnail 
| cigarette holder and box, ashtray and 
bottles. 
imported and stocked exclusively by 


These items are manufactured, 


F. PAVEL & CO. 


15 West 37th Street 
New York, N. Y. 


Branch Shewreem 
Suite 607—225 Fifth Ave., New York, N. Y. 


Representatives 


J. W. Bakster, Inc., Suite 1509, Merchandise Mart, Chicago, Ill. 
W. F. R. Turner, 437 So. Kenmore Ave., Los Angeles, Cal. 
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costs. 


a saving may spell ruin for you. 





954 No. Third St., Milwaukee. 


Watch your regulator just a 
minute, Mr. Jeweler! 


While you follow one revolution of the second hand $1060 has 
gone up in smoke. 


Every minute, night and day, over one thousand dollars’ worth 
of property is destroyed by fire in the U. S. A. 


The thing to do is to carry enough fire insurance. 


Your own company, the NATIONAL JEWELERS MUTUAL, will insure any property owned 


by retail, wholesale or manufacturing jewelers or their employees, at a big saving from usual 


For years the dividends to policyholders have been 40%. 


It’s a mistake to cut down on fire insurance in order to lower your cost of doing business. Such 


Carry ENOUGH fire insurance to protect you, and place’ it with the jewelers’ own company 
where you get the most for your money. 


The National Jewelers Mutual Fire Insurance Company 


State Bank Building, Neenah, Wis. 
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STOP WAITING for Sales—Go After New Accounts 
with WESTRAY INSTALLMENT CASES 


This is the most compact case on the market 
today, 1514 inches in length, 9 inches in width, 
4inchesin depth. Made of hard lumber, of dove- 
tailed construction; covered in Leather or du 
Pont Imitation Leather; lined in Black or Mili- 
tary Blue Velvet; Gun-metal hardware, two 
catches, with safety-lock catch in center; strong 
leather handle; with or without metal corners. 


On opening case and removing tray you show all that is 
to be shown in an instant, with each article in its in- 
dividual place. It is easy to detect loss. In lid there is 
a reserve place, full length and width of case, 34 inches 
deep, for surplus items you wish to carry, concealed, 
with padded velvet flap. Top tray holds twelve Ladies’ 
and twelve Men’s Rings, four pocket knives in a tray 
that lifts out, with spare compartment for small items. 
Lift-out tray with adjustable partitions for card jewelry; 
below this tray are eight grooves for vest chains. Lower 
tray has five removable pads for Ladies’ metal or ribbon 
watches on right side, five removable pads for Men’s 
metal bands on left side, nine Men’s pocket watches and 
eight strap watches. Write for prices and catalogue, or 
order through your Jobber. 


Western Tray & Case Co. 


423-429 Plum St., Cincinnati, Ohio 
Established 1864 


December, 1931 






































at bargain prices; up to luncheon sets of china and grill 
sets of glass at prices that vary from $1 to $5. I have 
recently been featuring at a low price 300 table lamps, 
all of the same make, but with bowls in different colors. 
This brought in a good business but, best of all, people 
never in the store before came in. 

When we aim for a $5,000 trade on Saturday we 
advertise in the Friday newspapers one or more of these 
features with good appeal to the pocketbook and desires 
of the family of moderate income, and we almost always 
total the desired amount in sales. Generally small things 
of excellent value that we can advertise at a low price, 
such as a luncheon set, brings in not only enough other 
business to enable us to reach the goal, but also new 
customers who enjoy their contacts here. 

We package everything, not at Christmas alone, but 
the year around. Every article that goes out of the store 
must be an excellent advertisement for Miller’s. During 
the holidays we wrap everything as a gift, using Christ- 
mas boxes, Christmas paper and red ribbon. If a cus- 
tomer wants to put in a card, we give her a Christmas 
card and she writes on it what she wants. This is 
placed on the tissue-wrapped gift in the box and all is 
beautifully packaged. 

We make a specialty of bridge prizes, too. A big 
bridge party often means from 50 to 100 articles. some 
of which may be sold at cost. But we box them all as 
gifts and they go into practically as many homes. 
Wrapped and tied in a manner that would please the 
most fastidious hostess, every article in its Miller box 
reminds a whole family and its friends of our store and 
its policy of a square deal for every customer. However, 
just as much care is taken with an inexpensive single 
article as if 100 expensive purchases had been made. 

We have spent no more on newspaper advertising dur- 
ing the depression than we did before. Frankly, we 
couldn’t. But this last August; as in the year before, 
we widely advertised our $200,000 sacrifice sale. And it 
was really that, for we lost $650 by it last year, and $500 
this. My accounting department still thinks that poor 
business. But I am reserving my judgment until after 
the holidays, for we delivered goods to 700 new custom- 
ers, 700 people representing as many families, whose 
names had never been handed in here before. I know 
they found a friendly atmosphere here, they were treated 
right and they received excellent value in their purchases. 

Last year our December sales amounted to $194,000 
against good years like 1925, ’26 and ’27, when they 
ran to $300,000 during the same month. This year I 
am preparing for a holiday trade from 10 to 12 per cent 
better than it was last. Close analysis of our books and 
prevailing conditions fully warrant such action. But 
this year, like last, people are not going to give diamonds 
as presents. They will be looking for waffle irons, per- 
colators, electric toasters, clocks, watches, necklaces, 
luncheon sets, lamps and other practical gifts that are 
beautiful and show up well, considering the amount spent 
‘for them. And as people read the newspapers and pass 
our windows they will see, with prices plainly marked, 
the most attractive values in the city in articles they want 
and our books should have the best turnover. 

Our Christmas trade will not be a happenstance. All 
through the year we have been preparing for the holi- 
days, our Big Opportunity! 
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HOLIDAY 
SPECIALS 
by 
SUPREME 





SATIN AND PETTIPOINT 
REPRODUCTIONS 











GIFT BAG that looks as though it cost 
$10.00 but which can be sold very 
profitably at half this price. 


We also manufacture a large variety of 
tapestry and sport bags from which we will 
gladly forward well rated concerns our special 
assortment of 12 different bags, priced at 


7 a 
SUPREME 


THE HOUSE OF MODISH BAGS 
347 FIFTH AVENUE NEW YORK, N. Y. 











Fine Dresden Lamps 


and Figurines 
At Prices That Will Amaze You 





Delightful Dresden Lamps with 
All Electric Attachments, 10 inches 
High Over All. 


*30.2 


a Dozen 


This is the result of months of shopping in 


Europe. Ready cash is what foreign manu- 
facturers needed, and we had it. Therefore, 
we are able to offer to you the most attrac- 
tive little porcelains with lace skirts that was 
ever offered. 


Fourman Bros. & Co., Inc. 
69 W. 23rd Street New York 
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GOLD BROS. 


MANUFACTURERS OF 


GOLD AND PLATINUM NOVELTIES 
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BRyant 7-11 WEST 45th STREET BRyant 
9-3174 NEW YORK 9-3175 © 
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Rings You Will Be Proud to Sell 


$3800 REWARD || ALL PROFIT 


= NO STOCK TO CARRY 


Carry one initial ring as sample. 
Electros Free 










2 DIAMONDS 4/100 each 
ZE To Retail G White Gold 
aie tne 


WITH LARGER Order on five days’ memo. 
DIAMONDS when you ing sale an 

sight. Orders filled same day 
$35.00 cond oy 


$29.50 list 









All emblems and initials en- 


No. 6183 crusted on ruby and onyzr on 
Without hand at all times in every 
acne finger size. 
: stall $15.00 Display Emblem Pt Pine 
This Xm Reg. Trade your window in original colors 
pen A A A 4 free upon request. 











OR return of, or, for information lead- OLD RINGS MADE NEW 

ing to the recovery of sapphire and dia- We repair and rebuild any ring, also encrust any 
mond brooch 254” long, containing a center initial or emblem on any stone, or furnish 
sapphire of very fine quality weighing 69.19 new stones in all sizes and shapes. 
carats, two large round diamonds weighing Why not replace the discontinued or 
4.06 carats, twelve baguette diamonds weigh- we slow selling emblems with faster selling “wa 
ing 2.68 carats, twenty-six square diamonds emblems or initials? 
weighing 5.64 carats and 72 round diamonds Prices Reasonable. Prompt Service. Try Us. 





weighing 4.54 carats. 


This brooch disappeared in London, Eng- 


16/12 GOOD WEIGHT $9.75 LIST 
land, between October 15th and October 


WITH DOUBLE HEAD 


20th, 1931. CAMEO OR TIGER EYE 
Larger stones in proportion 
TOPLIS AND HARDING, Ine. Genuine one piece, three color, double head 
- cameo. Belais white gold (also in green 
150 William Street New York City gold). 


BUFFALO JEWELRY CO. 
“The Mail Order House to the Jewelry Trade’ 
501 Washington St. Buffalo, N. Y. 











Branches (610 South Broadway, Los Angeles 
at Insurance Exchange Bldg., Chicago, Ill. 
































Lookers Become Buyers When Properly Served 


(From page 55) 


Yet mighty few of those who will enter your store this 
Christmas have had any particular curtailment of the 
necessities of life. The bread and butter side of their 
existence has scarcely been affected. 

“The phase of life that has suffered has been their 
craving for luxuries. And in every newspaper, over every 
radio, in every church and on every street corner they 
have had depression, hard times, unemployment and 
charity thrown up to them till they are sick of the whole 
thing. They want relief from this sordid, drab gloom of 
pessimism. Jewelry is the answer to that yearning. 

“This Christmas every jeweler is finding among his 
customers some who harbor the notion it is their moral 
duty to confine their gifts to necessities ‘in times like 
these.’ Yet the very opposite is the absolute truth. 

“Therefore, no jeweler should be backward in broad- 
casting the fact that this Christmas, as never before, 
people are wishing and hoping for gifts of jewelry. 

“Moreover, this Christmas the jeweler has a real sell- 
ing point in the matter of price. There is certainly no 
sacrifice of dignity in urging people to buy now because 
the first of the year is likely to see a rise in silver prices. 

“Then, many a person who says, ‘I’m just looking,’ is 
really looking, not so much for merchandise, as for a 
salesman who shows enough sympathetic understanding 
to be a real help in the business of Christmas shopping. 
Wouldn’t you, yourself, be immensely relieved if someone 
took you in hand and helped you through your whole list 
quickly and sensibly ?” 

“T certainly would,” Patty nodded. 

“Old Vet, I believe you’re dead right in saying a buyer 
is nothing but a ‘looker’ properly served,” declared Patty, 
pushing away from the table. 

“Don’t go yet, Don,” the Old Veteran said. “I have a 
bit to say about the ‘buying’ season, too, those last ten 
days before Christmas. You know how it is, crowds, 
bluster, excitement everywhere. 

“When that time comes I have seen many a good 
jeweler blow up in a panic and forget all he ever knew 
about real salesmanship. Instead of giving each customer 
the careful attention to which she is entitled, the salesman 
puts on the rush act. 

“He is likely to say, ‘Oh, lets decide on this. It will 
answer the purpose and what’s the difference, anyway?’ 
Then, if the customer doesn’t decide at once, he will begin 
that infernal nervous tapping on the counter, and shifting 
from one foot to the other. Poise all gone. 

“Customers resent being hurried. To the jeweler that 
transaction may be just one more sale. But to the customer 
it is an important occasion in her life, deserving of the 
most careful attention. 

“The jeweler suffers in two ways if he allows himself 
~ to rush his last-minute Christmas shoppers. First, his aver- 
age sale is reduced, for fast selling is always small selling, 
slow careful selling makes larger sales. Second, customers 
won’t come back next year where they have been hurried 
this year.” 

“You’re right, Old Vet,” Patty agreed, “but it’s tough 
to see customers walk out when you’re busy.” 
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“T’ll tell you how I used to keep them from leaving. 
It will work for you, too. Whenever a customer had to 
wait I would smile at her and hand her a little four page 
pamphlet. The first page read: 


“‘We’re Sorry to Keep You Waiting. . . .’ 

“Then she would naturally turn to the second 
page which continued: 
‘. . . but we believe you won’t mind when we 
explain that it is our policy to devote as much 
time as is necessary to every customer. 

“We'll be with you in just a moment, and you, 
too, will get the same careful unhurried atten- 


tion that makes shopping here a pleasure. 
“Thank You.’ 


‘Then, on pages three and four, I had a brief mention 
of ‘a few best sellers. Well, Don, customers liked that. 
They appreciated the situation and it made the time pass 
quickly. Usually by the time they had read it someone 
was ready to wait on them. 

‘““My point is that December’s customers should get the 
same attention you give your trade all year round. Don’t 
under-serve them during the ‘looking’ season, nor rush 
them during the ‘buying’ season.” 





Diamonds a “Necessity” Under the Law 


Chicago Judge Rules That Wealthy Lumber Dealer Must Pay for 
Wife’s Jewelry 


Cuicaco, Nov. 5.—According to a judgment handed 
down today by Judge Paul McWilliams of the Superior 
Court, James Stanley Joyce, millionaire lumber dealer 
and former husband of Peggy Hopkins Joyce, must pay 
$16,738 to E. M. Gattle, Fifth Ave. jeweler of New 
York, for two diamond bracelets and a brooch purchased 
by his present wife, Mrs. Nellie M. Joyce. 

That the diamonds may be considered a necessity in 
this case was decided in the opinion where Judge Mc- 
Williams stated: “. . .. the necessaries of a married 
couple we all know vary according to their circum- 
stances. What would be necessaries for Mr. and Mrs. 
Joyce might not be necessaries for someone else. The 
articles here were such as a person in her (Mrs. Joyce) 
station of life would ordinarily use and have use for.” 

Several other important points were dealt with in 
the opinion. The jewelry had been purchased by Mrs. 
Joyce, and were sold by Mr. Gattle, it was pointed out 
by Leopold Spitz, attorney for the plaintiff, on the 
strength of Mr. Joyce’s credit. The defendant, Mr. 
Joyce, had already paid $6,500 on account. The ques- 
tion to be decided was whether Mrs. Joyce could herself 
testify in effect that she was acting as an agent for 
her husband. The court ruled that this was the case. 

Evidence during the trial showed that Mr. Joyce had 
insured the gems and that they had been worn in his 
presence, thus ratifying the purchase as not against his 
will. The case will be appealed. 














SWAN-SWALLOW 
and COMBINATION 


PENS and PENCILS 



























“SWALLOW* 
Gift Set 











Swan Gift Set i... bee 
Swallow Gift Set alla Soon too 
Desk Sets =. “tease 


List Prices Subject to Jewelers’ Circular Key 


Jos. B. Bechtel & Co., Inc. 


Wholesale Distributors 


729 Sansom St. Philadelphia, Pa. 
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INTERCHANGEABLE 
INITIAL RINGS 


Attached in a Jiffy 


HE newest ring Creation, and so 

made that you can attach initials 
in a jiffy. It is beautifully designed 
and attractively priced. Your cus- 
tomer selects the ring . . . you attach 
his initials, and presto . . . the sale is 
finished. Made in three initial ar- 
rangements. Rings are set with a 
diamond, and the onyx is grooved to 
prevent the initials and the diamond 
plate from turning. Initials may be 
returned and exchanged for other 
initials. Free Mats of rings furnished 
how initials are at- 


on request. 
tached. 


SET WITH DIAMOND 
Price $16.00 
KEYSTONE LIST 
Less 6% 
SELTZER BROS. 
MANUFACTURING JEWELERS 
80 NASSAU STREET, NEW YorK 





Initials supplied in sets 
of 12, price per set 
20 net. 


Illustration shows 
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BROADWAY 


PLENTY OF TIME!! 


When every minute counts, that’s the 
time you will be glad you’re stopping at 
the PARAMOUNT in the heart of the 
JEWELRY CENTER. No more rushing 
to make trains, no heavy taxi bills and 
no more “breakneck” speed to keep 
appointments. 


No wonder so many folks call the 
PARAMOUNT “home” .. . for a nice 
furnished room with bath, shower and 
running icewater costs so little! 


700 ROOMS 

From $3.00 Single 
5.00 Double 
10.00 en suite 






























Special rates for permanent guests. 


VISIT NEW YORK’S MOST BEAUTIFUL 
DINING ROOM 
THE PARAMOUNT GRILL 






HO> 





oH Kefmolely 


46 STREET \VEST OF B'WAY 
NEW YORK 


CHARLES L: ORNSTEIN 



























F. T. C. Complaint Against Manufacturer’s 
Guarantee 


WasHincTon, D. C., Nov. 20.—The Federal Trade 
Commission has issued a formal complaint against C. 
Arlington Barnes of Providence, R. I., jewelry manu- 
facturer, selling articles direct to consumers by mail. 

The Commission alleges that he represents himself to 
be an importer of precious and semi-precious stones when 
“in truth and in fact the respondent is not an importer.” 

During the course of business, also, the Commission 
states, Barnes issues a “certificate of guarantee” with 
sales. The Commission contends that “the acts and things 
done by respondent as hereinbefore set out have the 
capacity and tendency to mislead and deceive the pur- 
chasing public into the belief that certain of the jewelry 
is set with precious or semi-precious stones.” 

Answer has been filed by Barnes in which he states that 
he has discontinued the “guarantees.” 





Duty on One Jewel Watch Movements 


WasHINGTON, D. C., Nov. 20.—One-jewel watch 
movements are entitled to 40 per cent reduction, it has 
been held by the Bureau of Customs in a communication 
just sent to the collector at New York. Frank Dow, 
Acting Commissioner of Customs, has sent the following 
communication to the collector in this connection: 


“The bureau refers to your letter of Aug. 13, 1931, and 
previous correspondence, in regard to the classification of one- 
jewel watch movements, the question involved being whether 
the bureau’s decision, T. D. 44319, holding certain watch move- 
ments dutiable as one-jewel movements should be construed 
as limited to the type known as cylinder movements, or whether 


watch movements which the appraiser states are lever move- 
ments are controlled by the said decision. 

“The Appraiser of Merchandise at your port, in his letter 
of April 6, 1931, addressed to the Bureau of Customs, describes 
the movements as having one stone jewel and two metal caps 
on the ends of the balance pivot and requests to be advised 
whether such movements, following T. D. 44319, should be 
assessed with duty as one-jewel movements or whether the 
metal caps on the ends of the balance wheel pivots in the lever 
movements are to be regarded as substitute jewels. 

“The bureau is not inclined to the view that these caps are 
substitutes for jewels within the meaning of paragraph 367 of 
the Tariff Act, and as the movements are, in fact, one-jewel 
movements, they are, in the opinion of the bureau, entitled to 
the 40 per cent reduction provided for in clause 2 of sub- 
paragraph (a) of paragraph 367 of the Tariff Act of 1930.” 





Franklyn A. Taylor 


Hono.u.tu, Hawan,, Nov. 6.—Franklyn A. Taylor, 
a former president of the Gorham Mfg. Co., Inc., silver- 
smiths, and for a short time president of the Keystone 
Watch Case Co., of Riverside, N. J., died here today. 


Mr. Taylor first came into the jewelry trade as re- 
ceiver of the New England Watch Co., successor to the 
old Waterbury Watch Co., which business he wound up. 
About thirteen years ago he became president of the 
Keystone Watch Case Co., succeeding Charles M. Fogg. 
Resigning in December, 1920, he became vice-president 
and general manager of the Gorham Mfg. Co., and a 
few months later Mr. Taylor succeeded John Holbrook, 
both as president of that concern and of the Silversmiths 
Co., being put there to reorganize the Gorham interests. 
He remained in office about three years. 





261 FIFTH AVE. 


PLATINUM METALS CORPORATION 


NEW YORK 





























BUYERS 


Telephone: 
LExington 2-5785 





Distributors of Platinum, Iridi- 
um and Allied Metals of the U.S. 
S.R. (Union of Soviet Socialist 


Republics) origin. 


SELLERS 


Cable Address: 
PLATRUSS 
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You can in- 
crease your profit 
without adding to 
your stock. 





Your local School 


or College is a very likely prospect right now 
for 


Football Charms 


You can have an assortment of samples 
with the latest schedule of prices that will help 
you to secure an order. 

Why not replace some of the regular busi- 
ness that has been missing, with a profitable 


order of gold charms? 


THE ROBBINS COMPANY 


Manufacturing Jewelers 


Attleboro Massachusetts 

















SALESMAN WANTED 


For Granat Line of Mountings 


and Wedding Rings 


Territory East of Chicago 


Extremely interesting proposition 
to right man experienced and with 
right personality. Give full in- 


formation first letter. 


GRANAT BROS. 


San Francisco, Cal. 








102 








Death of Simon Sichel 


In the death of Simon Sichel which occurred Nov. 1 
at his residence in the Hotel Ansonia, New York city, 
the jewelry industry lost one of its most prominent 
members. He was one of the last of New York’s early 
diamond merchants who were responsible for developing 
the diamond trade of this country. Mr. Sichel was a 
member of the diamond importing and cutting firm of 
Eichberg & Co., 511 Fifth Ave., and had served the 
industry for over half a century. 

A native of Bavaria, Simon Sichel first saw the light, 
Feb. 10, 1850, but when about 17 years of age, came to 
the United States first settling in Alexandria, Va., where 
he remained for a few years. About 1874, Mr. Sichel 
entered the jewelry trade in the employ of Samuel 
Eichberg (then one of the leading watch importers of 
the country), and for this house traveled extensively 
throughout the United States. In the late 70’s, Mr. 
Eichberg went into the diamond importing business ex- 
tensively and Mr. Sichel was one of the first to bring 
loose diamonds direct to the retail jewelers. At this time 
the retailer was handicapped as there were few concerns 
who sold mountings or settings direct to him, but despite 
the handicap, Mr. Sichel developed the business. 


On Jan. 10, 1883, Mr. Sichel married Miss Hannah 
Eichberg, the daughter of his employer. After the death 
of his father-in-law, 40 years ago he formed the firm 
of Eichberg & Co., in 1892, his partners being Benjamin 
Eichberg and Fred Martin who continued the diamond 
end of the old business, the watch end being conducted 
under the name of Sam Stern & Co. This business was 
developed until it became one of the largest houses of 
its kind in the country, first as an importing firm and 
later as cutters of diamonds with a plant at Newark. 


A merchant of the old school, Mr. Sichel was thorough- 
ly versed in the details of his calling, and was imbued 
with the ideals and standards of the diamond business 
of the older day. He was a man of charming per- 
sonality, cheerful and optimistic in his disposition and his 
friends and admirers throughout the industry were legion. 
His main interests were his business and family and he 
was a member of no clubs except the Jewelers 24-Karat 
Club at whose functions he was a regular attendant for 
many years. He never sought the limelight nor pub- 
licity in any way but was ever ready in his support of 
movements of a charitable, civic or business nature. He 
was a man of few hobbies but he had a natural gift for 
drawing and was an artist of no mean ability. He was 
particularly clever in sketching. For some years in his 
life, he collected paintings to a notable extent. 

Death followed an illness of about a week’s duration. 
Surviving Mr. Sichel are three children, a son, Walter 
Sichel, of the firm of Eichberg & Co., and two daughters, 
Mrs. Belmont Corn and Mrs. Harold Korn, as well as 
seven grandchildren. 





Carl K. Hart has resigned as advertising manager of 
the W. A. Sheaffer Pen Co. to become assistant to Ken- 
neth Parker, vice-president in charge of advertising and 
sales for the Parker Pen Co., Jamesville, Wis. Harold 
D. Bates, advertising manager of Weyerhauser Forest 
Products, St. Paul, becomes advertising manager of the 
Sheaffer Pen Company, Nov. 30. 
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Conrad J. Brotherly 


Newark, N. J., Nov. 23.—Conrad J. 
Brotherly, president of the A. N. R. J. A. 
from 1924 to 1928, and for years a retail 
jeweler in this city died at Tucson, Ariz., 
yesterday following a long illness. 

Mr. Brotherly went to Tucson about 
two years ago. He was treasurer for the 
A. N. R. J. A. from 1921 to 1924 and 
prior to that time president of the New 
Jersey State Association. 


Boston Jewelers’ Club Cancels 
1932 Banquet 


Boston, Nov. 16.—The executive board 
of the Boston Jewelers’ Club at a meet- 
ing held on Friday by a unanimous vote 
and by the approval of a large number 
of the members through a questionnaire, 
has decided to abandon the holding of 
the annual banquet in 1932. 

The officers elected for the ensuing 
year are: President, William L. Stone; 
vice-president, Carl F. Lawton; secre- 
tary-treasurer, Albert R. Kerr. The di- 
rectors are: Edwood D. Cole, Frank T. 
Cram, James Kingman, James H. Parks, 
Henry Arnold and J. Charles Stever. 


Dorst Co. to Be Liquidated 


CINCINNATI, OHIO, Nov. 16.—The Dorst 
Co., manufacturing jewelry at 2100 
Reading Road, is going into voluntary 
liquidation. Owing to business conditions 
the directors and stockholders of the 
concern deemed it best for the protec- 
tion of creditors and all other interests 
‘to take this action and have asked the 
court for a receiver in such proceedings. 
This morning Arno A. Dorst, head of 
the concern, was appointed receiver un- 
der a bond of $100,000. 

It was announced that the assets of 
the company are fully sufficient to pay 
all creditors if the same can be man- 
aged and sold without disruption of the 
business. The court has directed that 
all claims be filed with the receiver be- 
fore Jan. 10, 1932. 


Howard Stark Fatally Hurt in 
Auto Crash 


Denver, CoLo., Nov. 14.—Howard 
Stark, 43 years old, a partner in the firm 
of A. J. Stark & Co., Denver jewelers, 
was injured fatally Wednesday afternoon 
when his automobile collided with a 
heavy truck two miles south of Platteville, 
Colo., and left the highway. His neck 
was broken when he was thrown from 
the car and he died a half hour later. 
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His wife. Mrs. Dixie Stark, suffered 
neck injuries, a deep cut on the right 
leg and severe shock. She was brought 
to Mercy hospital here, semi-conscious, 
and was not told of the death of her hus- 
band until Thursday. 

The accident occurred when Stark was 
returning home from the Teachers-Mines 
football game at Greeley. 

A Platteville physician, who passed by 
shortly after the crash, treated Mrs. 
Stark and administered a hypodermic to 
Stark. Stark died while being taken to 
the Greeley hospital, without regaining 
consciousness. 

Stark’s body was brought to Denver. 
The occupants of the truck were not held, 
and Coroner Weaver said there would 
be no inquest. 

The Stark home is at 1166 Harrison St. 
There are no children. Besides his 
brother, Murray, Stark is survived by his 
parents, Mr. and Mrs. Albert J. Stark, 
of 1434 Corona St., and another brother, 
Frank Stark, of 730 Franklin St. 


Jewelry Trade Takes Steps to Form a 
General Tax Committee 


Representatives of many jewelry or- 
ganizations in the retail, wholesale and 
manufacturing line met at the rooms of 
the National Jewelers Board of Trade, 
22 W. 48th St. Thursday afternoon, 
Nov. 19, to consider the question of 
acting in unison in regard to proposed 
tax legislation on the part of the Federal 
Government. 

The gathering was held under the 
auspices of the American National Retail 
Jewelers Association and the meeting 
was called to order by Secretary Evans 
of that body, who explained its purpose 
and told of the meetings he had had with 
representatives of other associations with- 
in and without the trade. 

Wilson A. Streeter, chairman of the 
Legislative Committee of the A. N. R. 
J. A. who’ was chosen as chairman, ex- 
plained the situation that confronted the 
jewelers at the present time, as well as 
the uncertainty of the program that 
would be put into effect by Congress as 
far as could be learned at that time. 
Meyer D. Rothschild, chairman of the tax 
committee of the Jewelers Vigilance Com- 
mittee explained in detail the reasons 
why the jewelers would probably be 
called upon to pay some kind of a tax 
and why it was better to work with the 
organizations which might be singled out 
for selective taxes in a general attempt 
to have Congress initiate a general sales 
or turnover tax rather than a selective 
sales tax. 
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After a general discussion in which 
the views of various elements of the 
trade were expressed, it was finally de-- 
cided to have the chairman appoint a 
general committee that would represent 
all the different organizations and 
branches of the trade to work out the 
best program by which the jewelers’ 
position could be laid before Congress. 
It was also decided to appoint a small 
steering committee of residents of New 
York to work with the chairman in get- 
ting the trade organized. 


Bronx Retail Jewelers to Aid 
Unemployment Campaign 


The Bronx Retail Jewelers’ Associa- 
tion has adopted a plan to aid the unem- 
ployed of that section of New- York 
which has met with great favor from the 
committee on relief as well as from the 
members of the association themselves. 

The plan was adopted at their meeting 


-held Nov. 11 in which it was decided that 


all members shall reserve one per cent 
of their receipts from Dec. 10 to Dec. 25 
for the benefit of the unemployed.’ The 
association will have signs printed, bear- 
ing the emblem of the association and an- 
nouncing what is being done by the as- 
sociation members and suggesting that 
people buy in their neighborhood stores. 
The Bronx Home News has offered to 
donate advertising space in which the 
jewelers will announce their cooperation 
with the committee on unemployment re- 
lief. 


F. T. C. Stops Use of Term 
“Goldcraft” 


WASHINGTON, D. C., Nov. 11.—“Gold- 
craft,” as a trade name for watch cases, 
is not to be used to describe watch cases 
not made in whole or in part of gold, ac- 
cording to an order of the Federal Trade 
Commission to the Knickerbocker Watch 
Co., New York. Specifically, the com- 
pany is ordered to cease and desist from 

Using the word gold or the word 

“goldcraft” as a trade name or trade 
brand for watch cases or on labels, 
tags, containers, business stationery 
or in advertising or otherwise to 
designate or describe watch cases 
which are not made in whole or in 
part of gold. 

The company has engaged in buying 
in the United States and Europe watch 
cases and watch movements and in 
selling them to jewelry wholesalers and 
jobbers. For the last year it had stamped 
these watch cases with the designation 
“Goldcraft.” They were not made of 
gold and were not gold plated. a 
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YOUR JOBBER HAS... 







THIS IS THE 


STYLES and PRICES 
SPLIT-PROOF REGU- 
LAR 


$2.75 per card—retails 
$1.00 ea. 
SPLIT-PROOF INLAY 
$3.75 per card—retails 
$1.50 ea. 
CHICAGOAN 
$3.25 per card—retails 
$1.25 ea. 
NEW YORKER 
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WATCH STRAP 


The revolutionary new watch 
strap that cannot split or fray. 
Made of genuine leather, in 
one piece. No stitching to 
break or end to split. Here 
at last is a man’s watch strap 
that is comfortable—durable 
—masculine. Order from your 
jobber. 











SPLIT-PROOF 


$3.000 
REWARD 


offered by 
St. Paul Fire & Marine Insurance Co. 


for INFORMATION RESULTING in the 

ARREST and CONVICTION of the 
thieves or any person or persons criminally 
buying, receiving, concealing or withholding 
diamonds and jewelry stolen from Jeweler 
THURSDAY EVENING, NOVEMBER 
5TH, 1931, IN THE VICINITY OF 6TH 
AVENUE AND 53RD STREET, or any part 
thereof, or for information resulting in the re- 
covery and the return to the undersigned of 
said property. The amount of the reward will 
be reduced proportionately in the event only a 


$4.25 per card—retails 
$1.75 ea. 

In Genuine Lizard, Os- 
trich, Alligator. $6.00 
per card—retails $2.00 
ea. 


















portion of the property is recovered. This offer 
expires on February Ist, 1932. 


The total amount of reward which can be claimed 
under this offer is five thousand dollars ($5,000.00) 








Prices include chromium 
uckles. 


All straps _ furnished 
mounted on attractive 
display cards as illus- 
trated. 


84 William St., New York Phone: BEek: 3-2761 


WRITE TO THE 
MANUFACTURER 
FOR FREE SAMPLE. 


FACTURED ed 


(ay lis eras 


439 RACE ST*CINCINNATI 
NEW YORK OFFICE ® 307 FIFTH AVE. 





LEARN ENGRAVING | 


Learn how to lay out attractive monograms and 
how to engrave them, how to do celluloid en- 
graving and filling in engraving. Wm. Kassel’s 
“Short Course in Engraving for Jewelers” tells 
you how. 

It also gives full instructions for Making Wax 
Colors, ‘“‘Tinting,’’ Raised Gold and Silver Let- 
ters on Celluloid, The Care and Sharpening of 
Gravers, etc., etc. Interesting, instructive, illus- 
trated. Order a copy of this valuable booklet 
today. Send fifty cents to— 
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239 West 39th Street ; New York, N. Y. 

















THE STRONGHOLD RING GUARD 
AN UNBEATABLE RING GUARD 
14K. solid gold ring guard. Perfectly resilient, 
fits snugly on ring and insures a comfortable fit. 


re. eo : ‘e gs z se 
Designed for Men’s, Women’s and Children’s masmarigge chi Beas : Re 
rings. The guard cannot come off the ring. Sold \/ ¢ . 
on cards of 1 dozen in assorted sizes and colors. . : \" ; a 














Also for Baby Rings. Each guard guaranteed—we 
replace all guards if they break or bend out of 
shape. Each guard stamped 14K. 

Order Through Your Jobber 


STRONGHOLD RING GUARD CO. 
Pat. No. 1809045 406 East 149th St., New York 























Salesman’s Samples Stolen 


Mapison, Wis., Nov. 11.— William 
Ehlers, jewelry salesman for the Charles 
Berkey Co., Detroit, Mich., was robbed of 


jewels valued at $10,000 at a hotel here. 


on Oct. 21. Ehlers said he called on sev- 
eral Madison customers and then re- 
turned with his case of jewelry to his 
hotel room. He said he stepped out of 
the room for a few minutes and when 
he returned the jewelry was gone. 

Nearly all the samples in the stolen 
case were made of Nickel Silver and 
given a plating; most of the rings were 
for various lodge orders. There were a 
few in solid gold. 


Guilty of Working New “Racket” 


DetroiT, Nov. 6—Two men _ have 
pleaded guilty in the Detroit courts on 
the charge of operating what is called 
a “credit jewelry racket.” 

Frank G. Schemanske, assistant prose- 
cutor, said the scheme was to purchase a 
watch from a credit jeweler with a small 
payment down. The “racket” he said 
was to pawn the watch for a few dollars 
and to sell the pawn tickets for a little 
extra. 

The complaint was made by Arley 
Plutschuck, of the Meyer Jewelry Co. 


Principals of Rialto Watch Case Co. 
Indicted 


Saul Cohen and Solomon Hornick, 
former partners in the Rialto Watch 
Case Co. together with Isidore Feldman, 
were indicted recently by the Federal 
Grand Jury, on charges of violating the 
National Bankruptcy Act, it was re- 
vealed by Assistant U. S. Attorney 
Emanuel Kleid. 

Cohen and Hornick were formerly en- 
gaged in the manufacture of wrist 
watches at 29 Eldridge St., New York. 
As of July 1, 1930, they submitted a 
signed financial statement to the National 
Jewelers Board of Trade, claiming assets 
of $25,874.06, liabilities of $12,215.49 and 
net worth of $13,658.57. During the lat- 
ter part of 1930 they bought heavily in 
the trade. On Oct. 30, 1930, the part- 
ners executed an assignment. Assets 
reaching the hands of the Assignee 
amounted to some $10,000, of which the 
largest item was accounts receivable, 
mostly of doubtful value. Liabilities 
totaled over $28,000. 

Creditors promptly instituted involun- 
tary petition in bankruptcy and applied 
to the National Jewelers Board of Trade 
for investigation of the situation. In 
conjunction with the National Associa- 
tion of Credit Men, a complete investi- 
gation was made and the results thereof 
placed before the authorities. The in- 
dictment above mentioned followed. 


L. P. White, Philadelphia, Retiring 
From Jewelry Business 

PHILADELPHIA, Nov. 15.—Announcement 

that the wholesale jewelry business of 


L. P. White is to be discontinued on Dec. 
31 and that Mr. White will retire from 
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business, came as a surprise to the jewel- 
ry trade of Philadelphia and vicinity. 
The firm, one of the best known in this 
section, and established in 1885, has been 
noted for its strict policy of serving only 
the retail jeweler and has a high standing 
in every way all through the trade. For 
some time it has been located at 811-13, 
Sansom St., but for many years previous 
was on the third floor of the Sheridan 
building, 9th and Sansom Sts. and before 
that in several locations in the vicinity. 


The Carrington-Thomas Jewelry Co. 
Sold to W. P. Cart 


CHARLESTON, S. C., Nov. 14.—The Car- 
rington-Thomas Jewelry Co., established 
about 94 years ago, and one of the oldest 
jewelry concerns in the South, was pur- 
chased Oct. 24 by the W. P. Cart Co., 
Charleston jewelry firm. The historic 
institution was acquired from the Gor- 
ham Co., owner of the concern for the 
past two years. 

W. Porter Cart, secretary, treasurer 
and manager of W. P. Cart & Co. be- 
gan his career with the Carrington- 
Thomas Co. when he was 16 years old. 
In 1909 he went into business for him- 
self. 


New Jersey Retailers Meet 


The New Jersey Retail Jewelers’ As- 
sociation held its monthly meeting on Oct. 
20 at the Down-Town Club, Newark, 
President William P. Walsh presiding. 
Various subjects were discussed, includ- 
ing the proposed sales tax, retailing- 
wholesaling aad fraudulent advertising. 
Charles T. Evans, secretary of the A. N. 
R. J. A., spoke of the sustaining member- 
ship campaign being carried on by that 
organization and of the need for a fight- 
ing fund to combat the prevailing evils 
in the industry. 

Mr. Brunner, who has been canvassing 
the retailers of New Jersey in a campaign 
to build up the membership of the state 
association, reported that 68 jewelers had 
become members, with the prospect of 50 
more joining in the near future. Mr. 
Walsh, after extending congratulations 
to Mr. Brunner for his efforts, pointed 
out that the New Jersey association is 
now the third largest state organization 
in the country. Mr. Brunner, who made 
the canvass, is a brother of Emil Brunner, 
retail jeweler at Westfield, N. J., who is 
secretary of the association. 

The feature of the evening was an 
address by H. L. Carpenter, president of 
the Albert Walker Co., a Providence 
wholesale concern. 


Executive Board of New York Jewelers 
Associations Holds Annual Elections 


Phineas Peters will for another year 
lead in the constructive activities of the 
Executive Board of Retail Jewelers As- 
sociations of New York as chairman of 
that body as a result of the annual elec- 
tions held Nov. 6 at the Board’s meeting 
rooms in the Hotel Astor. Other officers 
elected were: S. I. Firkin, vice-chairman; 
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Henry Astor (reelected), treasurer, and 
Mortimer Stavenhagen, secretary. A. 
Landau was reelected as chairmarf of the 
advisory committee. 

Jack Goldstein, president of the 
Jewelers Benevolent Association, attended 
the meeting as a guest, bringing with him 
the news that his association had regis- 
tered unanimous approval of the “Plan 
for Cooperation” fostered by the Execu- 
tive Board. The purpose of the plan is 
to prevent the throwing on the market of 
bankrupt stocks, tending to undermine 
the retail branch of the industry by pro- 
ducing the competition introduced by 
such sales. The plan provides for an 
investigating committee which will act 
as adviser to the financially embarrassed 
retailer. 

Mr. Astor, chairman of. the arrange- 
ments committee for the two-day trade 
conference to be held March 21-22, 1932, 
at the Hotel Astor, reported progress in 
the plans for that event and announced 
that a number of the pre-registration 
tickets had already been sold. 


]. F. Hartwell Convicted 


GALVESTON, TEX., Nov. 17.—Jean F. 
Hartwell, also known as John E. Hart- 
well, and formerly in the retail jewelry 
business in this city, was convicted yes- 
terday at Houston, Tex., on a charge of 
false oath and concealment and sentenced 
to 15 months in the Atlanta Federal 
prison without consideration of the time 
already spent in jail since August. 

‘Hartwell filed a voluntary petition on 
Jan. 9, 1931, scheduling assets of some 
$9,000 and liabilities of about $6,000.- He 
was known to have issued a statement on 
July 3, 1930, in which he claimed assets 
in the business, exclusive of machinery 
and fixtures, of $25,500 and liabilities of 
only some $2,000; also to have other in- 
terests in bonds, lands and oil royalties 
of a probable value of $100,000 to $200,- 
000. 

Creditors promptly applied to the Na- 
tional Jewelers’ Board of Trade for in- 
vestigation and with the cooperation of 
the National Association of Credit Men 
an investigation was instituted and an 
indictment returned on Oct. 6. He was 
charged on two counts with concealment 
of assets from his receiver and trustee in 
bankruptcy. 


Platinum Market 


Platinum prices, as of Nov. 20, were 
officially quoted as: 
eee ee Ae Pee ree re $40.00 


Containing 5 per cent iridium......... 43.00 
Containing 10 per cent iridium........ 46.00 
THR a oo ch anda tar aden agenuvewses 100.00 
PE a. 06s cis ahucenenauetucaeet 21.00 


Prices of Silver Bars 


Government New 


London Assay-Sell- York 

Date Official ing Price Official 
0 ee ee 17% 32% 30 

GR Bae ss caine 1745 32 29% 

RT 0 ease vuied 19% 33% 31% 

ORO wcurawks 21% 39% 37% 

WO vec nawen 18} 33% 30% 
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QUALITY 





NEWARK 


JEWELRY 








Jewelers’ Settings and Solders 
Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 


Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 





BARRASSO &. BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jewelry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 

Rings, Earrings and_ Bracelets 
Diamond Mountings Ladies Stone Rings 
at the right price 
Sold through Wholesalers only 


31-33 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 
All Sterling and Fine Silvers Rolling for the Trade 





HENDY RUFEISEN-INC 
MANUFACTURERS OF 
DINGS OFQUALITY 


Factory and Main Office—126-128 South Street 
Chieage Office, 81 N. State St. 


Send for Samples 


TAGS == 


ARCH CROWN. MFG. co. 


81 Warren St. Newark, N. J. 


Originaters and Patentecs 





SCHUMAN & DONCHI, Ince. 


Creators and Designers 
of Distinctive Ring Findings 


81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 
Clinton Refining Co., Inc. 





RINGS—A Specialty with 


LOUIS BLEIBERG 
336 Mulberry Se. 


91-93 East Kinney St. 
NEWARK’S HOUSE 
COMPLETE STONE SERVICE 

DIRECT IMPORTERS 
EXPERT LAPIDARY WORK 


Phone MKT 2-5677 
WM. WACKENHUTH & SON 
355 MULBERRY ST. NEWARK, N. J. 





CLASPS 


Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 


126 South St. Newark, NM. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 





G. B. W., INC. 
10, 14 and 18K Rings—Jobbers Only 
391 Mulberry Street Tel. Market 8320 
New York Office, 93 Nassau St. 

















sTERNSET 


Rings and Pendants to Match — 
Stern Mfg. Co., 407 Mulberry St. 





December, 1931 

















Philadelphia Jewelers Active in 
Unemployment Fund Drive 


PHILADELPHIA, Nov. 12.—All of Phila- 
delphia’s jewelers, retailers, wholesalers 
and manufacturers have been enlisted in 
the local drive for $9,000,000 for relief 
of the unemployed and general welfare 
work this winter. On invitation of M. 
Simon, president, Credit Jewelers’ Na- 
tional Association, John D. Enright, 
president, Pennsylvania Retail Jewelers’ 
Association, and Philip Kind, S. Kind & 
Sons, a large number of jewelers attended 
a dinner at the Jewelers Club, Nov. 11 
and organized for their share of the re- 
lief work. 

Initiative in the work was taken by 
Mr. Kind, who had been designated to 
look after the jewelry industry. 


Wins Patent Suit 


CINCINNATI, Nov. 10.—The first deci- 
sion in a suit by the Warren Telechron 
Co., electric clock manufacturers of Ash- 
land, Mass., for infringement of one of 
its patents, has been handed down by 
The United States District Court in Cin- 
cinnati, which sustained the validity of 
the patent and ruled that the defendant, 
The Kodel Electric & Manufacturing Co., 
will be enjoined from selling synchronous 
electric clocks for use on power systems 
whose frequency is regulated by a master 
clock such as that sold by the Warren 
Telechron Co. 


Frank G. Burch 


Frank G. Burch, 72, a former Jersey 
City, N. J., jeweler, died Nov. 2 after a 
brief illness. 

Mr. Burch came to live in Jersey City 
in 1904. At one time he was superin- 
tendent of the United States Watch Co., 
Waltham, Mass., and later opened his 
own jewelry store, retiring a few years 
ago. 


Mrs. Mary Anderson 


NEENAH, Wis., Nov. 10.—Mrs. Mary 
Anderson, wife of A. W. Anderson, died 
Tuesday, Oct. 27, at Theda Clark hos- 
pital in this city at the age of 55 years. 
She was born in Menasha, Wis., and was 
married to Mr. Anderson in 1900. 

Since 1910 Mrs. Anderson was actively 
associated with her husband in the de- 
velopment of the Wisconsin Retail Jew- 
elers’ Association, the American National 
Retail Jewelers’ Association and the Na- 
tional Jewelers Mutual Fire Insurance 
Co., of which she was assistant secretary 
at the time of her death. 


Ignatz Nebenzahl 


Ignatz Nebenzahl, of Ignatz Nebenzahl 
& Co., diamond importers, 9 Maiden 
Lane, New York, died Oct. 15 at his 
home, 1098 E. 8th St., Brooklyn, N. Y., 
as the result of a blood clot on the brain. 
He was 56 years old. Funeral was held 
Oct. 16 from the home with burial in 
New Mt. Carmel Cemetery. 

Mr. Nebenzahl was born in Austria, 
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and came to this country about 30 years 
ago, starting in business as a jobber and 
diamond dealer during 1903. 

Surviving are his widow, a daughter 
and two sons. 


John Henninger 


MARKESAN, WIs., Nov. 10.—John Hen- 
ninger, jeweler here for the past 53 years, 
died at his home on Oct. 26, following a 
stroke of apoplexy. Mr. Henninger was 
born in Mayville in the year 1860, a son 
of Mr. and Mrs. John Henninger, Sr. He 
located at Markesan at the age of 18. 

Mr. Henninger was a member of the 
E. F. U. and for many years was active 
in the business and civic affairs of the 
village of Markesan. Funeral services 
were held from the residence, with inter- 
ment in the local cemetery. 


Frederick A. Horn 


Boston, Nov. 10.—Frederick A. Horn, 
president of the E. B. Horn Co., died Oct. 
28. He was born in Boston 50 years ago 
and was the grandson of the founder of 
the business which has been in existence 
for more than 90 years. 

He is survived by his widow and a son. 


William S. Rich 

Newark, N. J., Oct. 28.—William S. 
Rich, founder of William S. Rich & Sons, 
jewelers of this city, died yesterday morn- 
ing at the home of his son, Leopold, 
where he resided. He was 81 years old. 

Mr. Rich was born in Germany and 
came to Newark as a youth. After work- 
ing as a jeweler for some time, he went 
into business for himself. He was presi- 
dent of the Globe Building & Loan As- 
sociation. His sole survivor is his son. 


Joseph Stein 


PorTLAND, MeE., Nov. 3.—Joseph Stein, 
retired jeweler of Portland and Bidde- 
ford, died yesterday at his home, 19 Fal- 
mouth St., Portland, after an illness of 
over a year. He was 62 years old. 

Born in Kiev, Russia, Mr. Stein came 
to this country 27 years ago, settling in 
Portland, and operated a jewelry store 
at Oak and Congress Sts., until three 
years ago. For about two years more 
he was in business in Biddeford, after 
which he retired on account of ill health. 

He was a member of the Munjoy 
Lodge, Knights of Pythias. 

Surviving are his widow, two sons, 
two daughters and a brother. 


Andrew Thalhofer 


Cuicaco, Nov. 16—Andrew Thalhofer, 
president and treasurer of the A. Thal- 
hofer Co. (Inc.), 104 W. Van Bruen St., 
passed away at his home, 1664 W. 103rd 
St., on Nov. 8, from a heart stroke. 

Mr. Thalhofer, was born on April 1, 
1866 at Cincinnati. In 1870 he came to 
Chicago with his parents, his father later 
entering into the retail jewelry business. 
After attending public schools here, he 
went to work for his father, and later 
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he and his brother, Gustave, were taken 
in as members of the concern. Upon the 
death of his father, Andrew was made 
president and treasurer. 

He is survived by his widow, a 
brother, Gustave, and two sister. The 
business will be continued as heretofore. 


Frank P. Woomer 


Newark, N. J., Nov. 21.—Frank P. 
Woomer, a well known jewelry salesman, 
living in Irvington, was fatally injured 
by an automobile in Bloomfield, Thurs- 
day night. He died in the Mountainside 
Hospital shortly after being hit. 


Ezechiel Chalom 


Ezechiel Chalom, partner in the firm 
of M. & E. Chalom, diamond importers 
at 580 Fifth Ave., New York, died Oct. 
30 in United Israel-Zion Hospital as the 
result of wounds inflicted by two thugs 
who invaded his home at 2104 65th St., 
Brooklyn, the night of Oct. 27, and after 
shooting him twice in the abdomen, fled. 
Police are working on the theory that 
burglary motivated the crime. Mr. 
Chalom was 45 years old. Funeral was 
held Nov. 1, from the Magen David Con- 
gregation, with burial in Montefiore 
Cemetery. 

A native of Syria, Mr. Chalom came 
to this country 16 years ago, entering the 
field of diamond importation with quar- 
ters at 180 Broadway. Later he moved 
to 2 W. 46th St., and in 1928 the con- 
cern located at its present address. 

Surviying are his widow and a one- 
year-old son. 


San Gabriel Valley Jewelers’ 
Association 


PASADENA, CAL., Nov. 17.—President 
Geo. W. Collis presided at the November 
meeting of the San Gabriel Valley Jewel- 
ers’ Association at the Pasadena Athletic 
Club on Friday. Forty members enjoyed 
a talk by Harold W. Wright of the Los 
Angeles Chamber of Commerce, “Setting 
the Pace for a Comeback,” a craft talk by 
A. A. Wildberg of the Wildberg Smelt- 
ing & Refining Co., and music by the 
Zeller & Pawley Instrument Trio. 

The association is sponsoring a co- 
operative advertising campaign of bill- 
board and newspaper advertising and 
went on record as favoring a platinum 
stamp act for California. There will be 
no meeting in December. 


Niconette, an attractive small, compact 
flacon in silver, gold or platinum, with 
refill bottle and display all arranged in 
a distinctive green suedois case, is being 
distributed by Carter, Gough & Co. 
Newark, N. J. It is a scientific smoking 
necessity, which removes a major portion 
of the nicotine and other poisons from 
cigarettes and cigars without in the 
slightest degree impairing the taste and 
aroma that are the smokers’ greatest 
pleasure. It makes an ideal Christmas 
gift for either a man or woman. 
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* The Finest Improved 


NON-TARNISHING 
FLANNEL ROLLS AND BAGS 


For Silverware 


Samples and prices for comparative 


purposes will be submitted gladly. 
EUREKA MFG. CO., Inc. 


Taunton, Mass. 
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SILO’S 


45th St. and Vanderbilt Ave. 
NEW YORK CITY 


ESTABLISHED 1879 


Will Sell At Unrestricted Public Auction 


DIAMOND JEWELRY, 
SILVER and OTHER ARTICLES 


Thursdays and Fridays 
DEC. 3, 4, 17 and 18 AT 9:30 A. M. 
BY ORDER OF THE 
PROVIDENT LOAN SOCIETY of NEW YORK 


FIRST SALE ON VIEW NOV. 30, AT 1 P. M. 
SECOND SALE ON VIEW DEC, 14, AT 1 P. M. 


Catalogue on request, JAMES P. SILO, Auctioneer 












































' “Countersunk” i 


MODERNISTIC ONYX 
INITIAL RINGS. .. 


INITIALS 
WILL NOT 
CATCH 
or 
LOOSEN 








The most talked of Initial Ring today. 


If you are looking for a fast moving number for the 
Christmas holidays, something to meet each and every- 
one’s pocket suggest “A Countersunk Initial Ring” no 
sales talk necessary—it sells itself. 


‘ORDERS SHIPPED IMMEDIATELY 


RABINOWITZ & KATCHER 


Manufacturing Jewelers 


49 Maiden Lane, New York City 



































THE WASHBURN 
MAGIC NUT | 


Security 
tr set Pie for Ear Studs, Scarf Pins, 
etc. © 
a) Platinum—18k White 
pen 18k — 14k — 10k 





14k R. P. — Sterling 


PEARL DRILLING, STRINGING 
and Adjusting a Specialty 


vanes Repairing and Special Order Work 
fer Bruton. Send for Descriptive Circular 
14 tt., Nuss C. IRVING WASHBURN 
tix. "*'' 108 FULTON ST., NEW YORK 








SELLING OUT 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches, scarf 
pins, etc., 1OK Montana Agate. Send for CATALOGUE 
with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts, at same 
DISCOUNT. $6,000 worth of smallest to largest. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 


tion. 
L. W. STILWELL 





DEADWOOD, SOUTH DAKOTA 









































The Stronghold Ring Guard Co., is 
now located at 406 E. 149th St. 

Announcement has been made that 
Jacob Altura has severed his connections 
with the Superior Wedding Band Co., 
Inc. 

Bihari Bros., manufacturing jewelers, 
have established a special order depart- 
ment under the name of B. & B. Jewelry 
Service, in Room 29, 406 E. 149th St. 

I. Garson, formerly of 66 Nassau St., 
has moved to larger quarters in the Ben- 
nett building at 93-95 Nassau St., Room 
403. 

Edward Horowitz is opening a jewelry 
department in the Montgomery-Ward 
store, Jamaica, L. I, N. Y., and will 
carry a line of gold and platinum mount- 
ings. 

Morton Selig, formerly with the Benrus 
Watch Co., as sales manager, announces 
that he is now established in the retail 
credit jewelry business at 1 Hanson 
Place, Brooklyn. 

Mayer & Mulligan, importers and cut- 
ters of gems, have been notified by the 
Patent Office that their trademark “Sun- 
Ray” used on precious and imitation 
precious stones, was registered as of 
Nov. 10. 

Morris Randel of the Star Jewelry Co., 
Inc., 307 Fifth Ave., sailed Oct. 30 for 
Europe where he is visiting the jewelry 
markets of Germany, France, Austria and 
Szechoslovakia, seeking new lines for 
late fall and spring. He will return early 
in December. 

Announcement has been made by the 
National Jewelers Board of Trade that 
Messrs. Levisohn, Niner & Levisohn, at- 
torneys, 286 Fifth Ave., have been desig- 
nated as counsel for the Board following 
the resignation tendered by Messrs. Stern- 
berg & Rosen, on June 25 of this year, 
effective Dec. 31, 1931. 

Walter P. McTeigue was the section 
chairman having charge of the Roll Call 
of the American Red Cross in the jewel- 
ry trade which began Nov. 11. Though 
the drive officially ended Thanksgiving 
Day, the Red Cross is continuing to en- 
roll members and those who have not 
already joined are urged to do so at once 

Mortimer A. Rogers, for 42 years with 
the Gorham Co., in New York, and re- 
tired 16 years ago, died Oct. 28 at the 
age of 75 at his home in River Edge, 
N. J. Mr. Rogers was manager of the 
shipping department of the Gorham Co. 
when it was located at 36th St. and Fifth 
Ave. 

At the regular meeting of the Jewelers 
24 Karat Club which was held at the 
club room, 15 Maiden Lane, Wednesday, 
Nov. 18, President Sommer announced 
the death of Simon Sichel, one of the 
club’s oldest and most respected members. 
Routine business was transacted and 
three applications for membership were 
received. Election of new members was 
deferred until the December meeting. 
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Jewelry News of the. 


N EW YORK: Metropolitan District 


The Loupe & Tweezer Club has estab- 
lished its headquarters at the Luxor Hotel 
and is now holding its monthly meetings 
there. Committees have in charge the 
planning of an extensive program of 
social and athletic activities for the 
present season. The annual dinner of 
the club will be held on Jan. 31, 1932, 
and preparations are already under way 
to make this event an enjoyable one for 
all concerned. 

A reward of $3,800 has been posted 
by Toplis & Harding, Inc., insurance 
brokers at 150 William St., for the re- 


—_ 
T PLUS SIGNS 


+ + + THE ASSOCIA- 
TION OF COTTON TEX- 
TILE MERCHANTS reports 
an increase of 51.7 per cent 
in unfilled orders on hand 
on Oct. 31, as compared 
with those of the preceding 
month. The orders are at a 
new 3-year high level. 


+ + + RETAIL SALES 
OF GRAHAM PASSENGER 
CARS in October gained 16 
per cent over the same 
month last year, and the 
Willys - Overland Company 
reports their October sales 
as being 92 per cent ahead 
of last year. 


Compiled by 
SALES MANAGEMENT ; 














= 
turn of, or, for information leading to 
the recovery of a sapphire and diamond 
brooch 2 and % inches long, containing 
a center sapphire weighing 69.19 carats, 
two large round diamonds weighing 4.06 
carats, and a number of smaller dia- 
monds. The brooch disappeared in Lon- 
don, England, between Oct. 15 and Oct. 
20, 1931. 

Richard S. Wormser, who for a num- 
ber of years was in the pearl importing 
business at 20 W. 48th St., recently an- 
nounced that he had gone into the rare 
book business at the same address, mak- 
ing a specialty of first editions and also 
specializing in works pertaining to the 
gem and jewelry trade. Mr. Wormser 
is liquidating his pearl business and will 
devote his entire time to the book line 
which has been a hobby of his for many 
years. 

An afternoon tea on Saturday, Nov. 21, 
tendered to their select list of customers, 
served to introduce the clientele of Green- 
leaf & Crosby Co., retail jewelers in the 
Squibb building, Fifth Ave., to the inter- 
esting silverware creations of Peter 
Miieller-Munk, designer of hand-wrought 
silver, who is now associated with that 
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concern. The tea was the opening event 
of an exhibition of silverware designed 
by Mr. Miieller-Munk, which will con- 
tinue until Dec. 12. 

Nathan J. Stern, of Stern Bros. & Co., 
2 W. 46th St., has accepted the chair- 
manship for the appeal of the United 
Hospital Fund of New York in the jewel- 
ry trade. Last year the jewelry trade 
contributed $4689 to the United Hospital 
Fund for the support of the free work in 
its 55 member hospitals. During 1930 
these institutions gave 1,800,000 days of 
free service to the sick poor. It is esti- 
mated that their requirements this year 
for carrying on this free service will ap- 
proximate $5,000,000. 

Through the Jewelers Security Alli- 
ance, retailers throughout the country 
are warned to beware of a man about 
45 years old, sandy complexion, smoothly 
shaved and weighing about 160 pounds, 
claiming to be an employee of the Rail- 
way Express Co., who swindled a jeweler 
in Mason City, Iowa. The man is quite 
active as reports from other jewelers he 
has swindled have come from various 
parts of the country. As an “express 
employee,” he gets the confidence of the 
jeweler by claiming that he had dealt 
with him at the express office and acts 
as if the jeweler should know him. 

A small but representative gathering 
of the members of the Metropolitan Re- 
tail Jewelers’ Association met at the Odd- 
fellows Hall, 106th St. and Park Ave., 
on Nov. 19, and elected the following 
officers to serve for the ensuing year: 
President, Henry Astor; vice-president, F. 
Berkower; treasurer, A. Wolf, and secre- 
tary, Richard Meiser. Mr. Venis was 
elected to replace I. Brutten, retiring 
trustee. During the course of the meet- 
ing, Mr. Astor, who presided, asked 
Phineas Peters, chairman of the Executive 
Board, present as a visitor, to describe 
the general meeting of members of the 
trade called by National Secretary 
Charles T. Evans that afternoon at the 
offices of the National Jewelers Board of 
Trade to discuss the impending national 
sales tax. 

Three of the five bandits who held up 
Adolph Landau, Bronx, jeweler at 3295 
Third Ave., last April, were sentenced 
to serve long terms in Sing Sing prison 
on Nov. 20 by Judge Stackell in the 
Bronx County Court. Raoul Martinez, 
30 years old, was sentenced to not less 
than 20 years nor more than 25 years; 
Andres Fernandez, 30, was committed for 
not less than 15 nor more than 20 years, 
and the third bandit, Bolivar Cabrera, 
18 years old, was given a suspended 
sentence of from 12% to 25 years, pro- 
vided he maintains a record of good 
behavior. He had turned state’s evidence. 
The bandits entered Mr. Landau’s store 
at closing time on April 1, ordering the 
jeweler to the rear of the store where 
they bound and gagged him. 
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Use Derbyshire, Webster-Whitcomb 
Lathes, Chucks and Attachments 


Check your needs— 


Lathe Jeweling Rest 
Chucks Universal Face Plate 
Slide Rest Wheel Cutter 


Pivot Polisher Combination Tailstock 


Ask your dealer or write direct 


F. W. DERBYSHIRE, INC. 
Waltham, Mass. 
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HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street New York City 











THE PROTECTION RING GUARD 
* The Most Perfect Ring Guard Ever Made 


NO POINTS TO SCRATCH 
1 Doz. Ass’d on Card—14 Kt. Gold All Colors 
Pat. Feb. 20, 1917 Pat. Feb. 20, 1917 
Pat. May 25, 1920 Pat. May 25, 1920 
Method Patented Pat. No. 1712276 
May 7, 1929 
THE LION SAFETY PIN CLUTCH CO. 
20 West 22nd St., New York Or Jobber 





VV <n od. A OFC) os Wo Oh a OR OR 
ENTIRE STOCK and FIXTURES 


He) 0) ho C16) -1310)\ mr. a O10) 


27 SCHOOL STREET 
BOSTON, MASS. 


WRITE OR WIRE AND WE WILL SEND A 
REPRESENTATIVE AT ONCE 





IN THE 
GRAND CENTRAL 
SECTION 


Near to everything in New York...railroad ter- 

minals, Times Square, Fifth Avenue shops, etc. As 

homelike as though you had planned it yourself. 
Radio in every room. 


$.B-00 300 


PER DAY 
AND UP 


Single rooms $3 to $5 per day 
Double rooms $4 to $6 per day 


HOTEL 




























~ |MONTCLAIR 


49th to 50th Sts.,on Lexington Ave. 
NEW YORK CITY 

















S. Gregory Taylor, President 
= Oscar W. Richards, Manager 








Hand Carved Chinese Jade 


Amethyst, Turquoise Stones artistically mounted 
Real seed pearl jewelry our specialty 
Ask for memo package 


ASIATIC ART JEWELRY CO., Inc. 


22 West 48th Street New York, N. Y. 











NON-TARNISHING FLANNEL 


ROLLS and BAGS 


FOR SILVERWARE 


Bridgeport Bag & Jewelry Case Co. 
New Address—25 Wells St., Bridgeport, Conn. 











OFFICES FOR RENT IN 


National Jewelers Board of Trade Bldg. 
22 West 48th Street, New York City 


Small and larger units of desirable space, with north 
light ready for immediate occupancy. 


DE WITT, SMITH & BATZLE, Managing Agents 
37 Wall Street, New York City 


Phone Whitehall 4-3833 











WATCH AND CLOCK REPAIRING 
H. IZZET & CO. 


QUICK MAIL SERVICE 
154 NASSAU ST. NEW YORK 


BEekman 3-0396 











REEVE & MITCHELL CO. 


SINCE 1898 


NON-TARNISHING 


FLANNEL BAGS and ROLLS 


1110 Sansom Street Philadelphia, Pa 


A complete line of Rebuilt ELGIN, WALTHAM and 
other American standard make watches in new cases. 
Hamilton—Illinois—Howard—Elgin 21-J. R. R. 
watches in original cases, at very low prices. Price list 
upon request. 

PLONSKY & GREENBERG 
76 Bowery Tel. DRy Dock 4-7563 New York City 






































CHICAGO: 


The Ace Clock Co. has changed its 
name to the Acme Clock Co. 

The Chicago National Artwares Show, 
will open at the Hotel Stevens on Feb. 1, 
and continue throughout the entire week. 

Mortimer C. Adler of Charles Adler’s 
Sons, New York, spent a week in Chi- 


cago recently renewing old acquain- 
ances. 
Herman Frank Wholesale Jewelers, 


Inc., is the name of a new concern cap- 
italized at $5,000 to do business at 5 S. 
Wabash Ave. 

Miss M. T. Faving, for many years 
connected with Juergens & Andersen Co. 
as a designer, is now associated with the 
Wm. J. Nossel Co. staff. 

Ted J. Tracy, formerly of Juergens & 
Andersen Co., is representing Oscar Hey- 
mann & Co. Mr. Tracy will make his 
headquarters at the Palmer House until 
the holidays. 

Eugene Mancinelli, retail jeweler at 
1018 S. Halsted St., has opened his sec- 
ond retail jewelry store at 507 Davis St., 
Evanston. He is operating his Evanston 
store as the Florentine Shop. 

W. J. Meyer, who for 57 years was 
connected with the Juergens & Anderson 
Co., is now associated with the Wm. J. 
Vossel Co., Pittsfield building, as a mem- 
ber of the sales division. 

Dave Kremer has opened a retail 
jewelry shop at 1630 Orrington Ave., 
Evanston. Mr. Kremer now has two 
other stores, one in the Palmer House 
Arcade and the other at 737 N. Michigan 
Ave. 

F. D. Pennes, Galesburg, IIl., and his 
wife were in Chicago recently, purchas- 
ing merchandise for their new store. The 
store will be opened on Nov. 28. For 
many years Mr. Pennes was in the manu- 
facturing jewelry business. 

The Glastonbury Silver Co., 500 N. 
Dearborn St., has been incorporated un- 
der Illinois laws with a capitalization of 
$75,000 to deal in precious metals, ete. 
The incorporators are Manuel and Leon 
Schocet and Abram L. Myers. 

The Evans Case Co., North Attleboro, 
Mass., has announced the appointment of 
Walter C. Taylor to represent them in 
the Chicago area. Mr. Taylor main- 
tains sales and display room in suite 
1102, Garland building, 58 E. Washing- 
ton St. 

Jerome H. Schwartz of the firm of 
Louis Schwartz & Son, Room 801, Hey- 
worth building, 29 E. Madison St., was 
married on Sunday, Nov. 22, to Miss 
Helen G. Agasim of Chicago. They are 
making an _ extended tour of Mr. 
Schwartz’s southern territory. 

A. A. Van Praag, importer, Antwerp, 
arrived in the United States recently. 
He spent a week in Chicago and left here 
for Kansas City and then returned to 
New York. He is returning home on the 
Ile de France, leaving the States Dec. 
11. This is Mr. Van Praag’s first visit 
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to America. 
his wife. 
The Weisser Jewelry and Optical Com- 
pany, of which Williams Weisser, who 
has been in business since 1897, is head, 
recently opened its newly remodeled and 
redecorated store at 313 S. Adams St., 


r y 
PLUS SIGNS 


He was accompanied by 


+ + + THE PURCHAS- 
ING POWER OF THE 
GRAIN FARMERS of the 
Pacific Northwest has been 
increased by more than $20,- 
000,000 in the last 30 days. 
Orders taken last week by 
the lumber mills in that sec- 
tion show an increase of 21 
per cent over the total of the 
preceding week. 


+ + + CALIFORNIA 
also reports a gain in auto- 
mobile registrations of 26,- 
519 for the first nine months 
of this year over the corre- 
sponding period of 1930. 


+ -+ + PITTSBURGH re- 
ports that the Westinghouse 
Electric Company’s plants at 
East Pittsburgh, Swissvale 
and Wilmerding have in- 
creased their schedules. 


+ + + THE MAJOR IN- 
DUSTRIES OF NEW EN- 
GLAND, as a whole, held 
their recent gains and some 
large candy factories are 
operating day and night. 
Leading box -anufacturers 
are running to capacity, and 
the wholesale paper business 
increased slightly. 


Compiled by 
SALES MANAGEMENT 


_ ZA 


Peoria, Ill., occupying also the rear of 
the building at 315 S. Adams St. A 50- 
year lease on the properties was taken 
two years ago and several months ago 
work of remodeling the buildings was 
begun. 

The jewelers of the northwest side of 
Chicago, after two or three informal 
meetings have organized themselves as 
the Northwest Jewelers’ Guild of Chi- 
cago at a meeting held recently. The 
following officers were elected: A. G. 
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Jewelry News Flashes from the 
Great Central West 


Roling, 2310 Milwaukee Ave., president; 
Walter Heurich, 4104 Milwaukee Ave., 
vice-president, and Henry T. Mortensen 
of Nordahl & Olson, 2735 W. North Ave., 
secretary-treasurer. The guild plans to 
meet on the first Monday of each month 
for dinner and discussion afterwards. Its 
primary purpose is to promote fellowship 
and better understanding between its 
members. 


CINCINNATI 


A window of the Vogelsang Jewelry 
Co., 208 E. 5th St. was recently smashed 
with a stone wrapped in a cloth and five 
watches worth $337 taken from it. 

A negro, who claims to be a preacher, 
was detained on a charge of burglary, 
as he admitted to the police that he broke 
a window of the Daneman Jewelry Co., 
608 Race St., and took four watches. He 
was apprehended when he endeavored to 
sell one of the watches. 

Joseph F. Pieper, member of the Pieper 
Jewelry Co., 616 Madison Avenue op- 
posite Pike St., was reelected Mayor of 
Covington, Ky., which really is a part of 
Greater Cincinnati. Pieper defeated 
Daniel A. O’Donovan by a majority of 
1350 votes and incidentally carried two 
other administration candidates into office 
with him. 


John Kay 


Detroit, Nov. 21.—John Kay, known 
far and wide as a jeweler and an au- 
thority on precious stones, died suddenly 
on Thursday afternoon, Nov. 19, in the 
office of his physician. He was 81 years 
old. Mr. Kay suffered three heart at- 
tacks recently. 

The well-known jewelry organization 
of Wright, Kay & Co., was founded by 
Mr. Kay and others when he purchased 
an interest in the firm of Roehm & 
Wright, on Mr. Roehm’s retirement many 
years ago. He had been manager. He 
continued with Wright, Kay & Co. until 
1907 when he withdrew and founded a 
business of his own, which he operated 
at the time of his death. 

A native of Scotland, Mr. Kay came 
to Canada when two years old, and at 
Galt, Ont., learned the watch making 
trade and subsequently the jewelry busi- 
ness. In 1871 he went to New York 
where he worked for Giles & Wales. 
Later he worked for a watch company 
at Marion, N. J. 

Mr. Kay went to Indianapolis in 1874 
where he lived seven years. There he 
invented Kay’s roller remover, now used 
all over the world as one of the principal 
tools in watch repairing. He came to 
Detroit in 1881 as manager for Roehm & 
Wright. 
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ee e YOU would not buy a 


mainspring if it were too soft or too 
brittle, neither would you want a 
plier that was not properly tempered 





This also applies to WATCHGLASSES 


V. a F. GLASSES HAVE BEEN MADE AT THE 


SAME FACTORY IN FRANCE FOR OVER FIFTY YEARS AND 
THE PROCESS OF ANNEALING WAS PERFECTED MANY YEARS 
AGO AND HAS BEEN USED EVER SINCE 


* 
* 3 1/3 Gross 
FOR MI-EMPS in handsome 
0 Mahogany finish 
A cabinet 
LIMITED 
TIME... YJ 3 33 
a7 
* 
No charge for 
cabinet 





. you can obtain 31/3 Cross V. T. F. MI-EMPS at the 
regular price of $7.00 per Cross with a handsome Mahogany 
cabinet furnished gratis during this offer 


ORDER THROUCH YOUR JOBBER 


HAMMEL, RICLANDER-PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U. S. A. 














(Continued from 


Flow shall we determine 
the length and width of the fly cutter? 


Answer: The acting length of the fly cutter is the dis- 
tance from the outside circle to the whole depth of space 
circle. We can easily figure this by subtracting the one 
dimension from the other, as follows: 

4.125 
3.910 


215 


The remainder, .215, represents the acting length of 
the fly cutter. To determine the width of the cutter we 
will require the width of the space between the teeth. 
This is easily obtained by multiplying the diameter of the 
wheel at the pitch circle by 3.1416 to obtain the circum- 
ference; as follows: 


4X 3.1416 = 12.5664 


The product 12.5664 represents the space required by 
40 teeth and also 40 spaces. To determine the width of 
one space we will divide the product by 80 as follows: 


12.5664 — 80 = .15708 


We may eliminate the two outer figures and call the 
quotient .157. 

The quotient .157 represents the width of the space at 
the pitch circle and also the width of the fly cutter. 

In Fig. 4 we drew a circle embracing the epicycloidal 
curve. By measuring this circle on our drawing with a 
micrometer caliper, we may observe that it measures .800. 
The fly cutter must be made to conform to this circle. 
As our drawing was enlarged ten times, consequently 
all dimensions as given are uniform. 

Fig. 5 shows the proper form of the fly cutter for the 
teeth of the hour wheel. 


How shall we proceed 


to make the fly cutter with the above dimensions at hand ? 


Answer: To make the fly cutter we shall require a 
slide-rest and a wheel cutting attachment. The writer 
uses a wheel cutting attachment that. takes the same 
chucks as the lathe head. This is the most suitable 
attachment to use, as any little taper mill or cutter that 
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HOROLOGICAL 
QUESTIONNAIRE 


By ‘ 
LESTER B. PRATT 











the November issue) 


may be made and formed in the lathe head can be trans- 
ferred to the wheel cutting attachment and used for 
various milling operations. 

For the fly cutter blank, we shall require a piece of 
Stub’s steel rod 0.098 in diameter by 0.500 in length, 
although to facilitate handling it need not be cut from 
the rod until the cutting edge is formed. 

For the fly cutter blank, we shall require a piece of 
Stub’s steel rod 0.098 in diameter by 0.500 in length, 
although to facilitate handling, it need not be cut from 
the rod until the cutting edge is formed. 

We shall also require two similar pieces of rod, one to 


make a small taper mill, which is shown at A in Fig. 5, to. 


be used for forming the cutting edge of the fly cutter 
—~<LD -—~iiD 








(0O°TAPER 











Fig. 5 


shown at B in Fig. 5. The other piece is turned to the 
same taper as the small taper mill and is to be charged 
with diamond powder and used for lapping the cutting 
edge of the fly cutter after it has been hardened. 

Each of these pieces should be turned to a ten degree 
taper. One of the pieces should be stoned smooth and 
charged with No. 2 diamond powder. The other piece 
should have eight teeth milled in the tapered part with a 
ratchet cutter having an included angle of 60 degrees, as 














114 


THE JEWELERS’ 


CIRCULAR 


December, 1931 


———e 





100% Cash 
for Your 


Old Stock 


UR experience of 4 genera- 
tions enables us to get the 
utmost out of your old gold, sil- 
ver, platinum, filled cases, optical 
frames, etc. 

















A reputation over a century in the 
building is behind our guarantee. 


Send in a trial shipment and be 
convinced. The check for full 
value will be sent by return mail. 


Lots held intact until estimates 
are approved. 


N. L. SHTEINSHLEIFER 


Refiner of Precious Metals 
78 Bowery, New York, N. Y. 
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Those who ship to Hoover the 
first time, come back again. Why 
don’t you see if you can’t do bet- 


ter shipping to Hoover? After 
all “It’s the Amount of the Check 
that Counts.” Mailing boxes fur- 
nished free. Write us what you 


have to ship. 


HOOVER & STRONG, Inc. 


119 W. Tupper St., Buffalo, N. Y. 
Golden Rule Refiners and Manufacturers Since 1912 
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The Perfect 
Channelled Wedding Ring 


IS THE ONLY ONE 
TO GIVE COMPLETE 
SATISFACTION 


IT IS SOLD BY 


Johnson, Matthey & Co., Inc. 


15 West 47th St. 
New York City 


Telephone: 
Bryant 9-4645 


Refiners of 
Platinum and 





I 
? Lt efiners 








eect anna armen 


OF 
Precious 


Metals 
Cold, Silver 


Platinum 








IN PLATE and WIRE 


T.B. 
HAGCSTOZ 
and SON 


709 Sansom St. 


PHILADELPHIA, PA. 

















shown in Fig. 6. The taper should then be coated with 
soap and hardened by heating it to a cherry red and 
quenching it in cotton-seed oil, which will give it the 
proper hardness at one operation and without distorting 
it. Occasionally, such a small taper will be distorted in 
the hardening process; our only recourse in this case 
would be to make a new one. 

Assuming that our taper mill is perfect, then we shall 
mount it in the wheel cutting attachment. The fly cut- 
ter blank should be flattened for about one-eighth of an 
inch on the end by removing about one-third of the 


Wi 


Fig. 6 


diameter of the rod. The fly cutter blank should then 
be secured in the lathe head, with the flattened portion 
parallel with the bed of the lathe, and with the index 
pin in one of the holes in the lathe pulley to secure the 
head from moving. 


The circle which we drew in Fig. 4 represents the 
curve we must produce on our fly cutter. As this circle 
is ten times the actual diameter required, we shall take 
one-tenth of this measurement, which gives us 0.080. 
With the micrometer caliper set at this reading we shall 
locate the measurement on the taper mill. The taper 
mill should then be raised or lowered as required until 
that part of the mill which measures 0.080 is exactly in 
line with the flattened portion of the fly cutter blank. 


Our next operation will be to feed the mill against the 
fly cutter blank an equal distance on each side of the 
blank. The acting length of the fly cutter should be 
0.0215, which we obtain by taking one-tenth of the differ- 
ence between the outside circle and the whole depth of 
space circle in our drawing. In our milling operation, 
we can make the acting length a trifle longer than 0.0215 
and lap it to exact dimensions after the cutter is hardened. 
The width of the cutter should be 0.0157, which we ob- 
tain by taking one-tenth of the width of one space in our 
” drawing. We can make the width a trifle wider than 
0.0157 and lap it to exact dimensions after the cutter is 
hardened. 


Assuming that the fly cutter blank has been cut proper- 
ly then we may remove it from the chuck and harden it 
in the same manner as we did the taper mill. The fly 
cutter should be thén secured in the chuck again in exact- 
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ly the same position as it was during the cutting opera- 
tion. This may be easily done if we examine the placing 
carefully with the glass. The taper mill should be re- 
moved from the wheel cutting attachment and the taper 
diamond lap placed in position and raised or lowered as 
required until the lap diameter coincided with the taper 
mill diameter at the face of the fly cutter. By measuring 
the diamond lap with the micrometer caliper and examin- 
ing the work carefully with the glass, this point may be 
easily determined. The lap may now be fed against the 
hardened fly cutter with very light pressure and the cut- 
ting edges of the fly cutter may be lapped smooth and very 
highly polished. The exact width of the cutter may- be 
obtained by careful measurement with the micrometer 
caliper. The exact length may be determined in the 
same manner, by stoning off the end to the required 
dimension. 


The milling and lapping operations should each be 
performed at high speed and the work should be kept 
supplied with oil to avoid injuring the tools. We trust 
that the above method of making fly cutters will appeal 
to the student, as it is a great advantage to make the 
preliminary calculations and drawings on a scale enlarged 
ten times. This eliminates the necessity of making ex- 
tremely small drawings for this purpose. 


By using the taper mill in forming the cutting edges 
of the fly cutter, it will be observed that the cutter has 
properly relieved cutting edges and also amply chip clear- 
ance. By lapping the edges with the taper lap after the 
cutter is hardened, we can produce very smooth cutting 
edges and a wheel made with such a cutter will have 
very smooth and highly polished teeth. 


(To be continued) 





Watchmaker’s Certificates Granted 


Wasuincrton, D. C., Nov. 14.—The following were 
granted watchmaker’s certificates at the meeting of the 
Examining Board of the Horological Institute of America 
held in this city on Nov. 9: 


Certified Watchmakers 


Lowery B. Broyles, with W. C. Lean, San Jose, Cal.; 
Israel Glusman, Philadelphia, Pa.; Earl E. Goudy, with 
O. B. Melia, Loveland, Colo.; Hubert Morgan, with 
L. and C. Mayer, New York; Frederick A. Peel, with 
F. A. Peel, Sr., Edmonton, Alberta; Albert G. Toller, 
with Jackson Bros., Edmonton, Alberta. 


Junior Watchmakers 


George Crain, Jr., with Ray Mann, Fresno, Cal.; 
Edward Wood Crandall, Student at Bowman School, 
Andover, New York; Floyd Ray Frazee, Student at 
Bowman School, Confluence, Pa.; Irving Fruman, Phila- 
delphia; Lorin Herbert Jolley, with J. G. Beard, 
Martinez, Cal. ; Leo G. Matzke, Student at Elgin School, 
Two Rivers, Wis.; Joseph D. Menard, New Bedford, 
Mass.; Charles F. Mischke, student at Bradley Poly- 
technic Institute, Peoria, III. 

The next meeting of the Examining Board is scheduled 
for Jan. 4, 1932. Watches for grading at that time must 
be returned before Dec. 15. 
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Be Ready for Santa 


with a Ma 
Wonderful HORE Jewel Outfit! 


Wiifmz] Get It 
4 Now— 
Pay in 
January 
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| Bigger Profits — Better Work 


Yes! You can make better jewelry in less time at 
lower cost! White gold; green gold; yellow gold; size 
your all-platinum rings and make them seamless; use it 
on all kinds of repair jobs. Easy payments if desired. 


Ask for Folder CX 


Hols Inc. 22 Albany St., New York City 


Co-operating with Jewelers’ Technical Advice Co. 


December, 1931 








PERMANENT 
FINE WHITE 


QS 
PS 
s AN & METAL 
<» » FINISH FOR 
JEWELRY 


We are now prepared to give highest grade service in 
plating any article of jewelry with RHODIUM, a pre- 
cious metal of the platinum group—a lasting, beautiful, 
white color on yellow gold, white gold or silver. Send 
us a ring—bracelet—brooch, watch case, necklace for 
sample of this beautiful finish. 


MAKE YOUR OLD STOCK NEW 


We repair and refinish all kinds of BAGS—SILVER- 
WARE of all kinds—Plating in Gold—Silver—Platinum 
—Rhodium. A quarter century of successful experience 
aided by the latest complete mechanical equipment as- 
sures low cost, dependable service and your entire satis- 
faction with each job. 


SWARTZ & CO. 


The Silversmiths Bldg. 
10 S. WABASH AVE., CHICAGO 

















Quicker Cleaner 
Melts Castings 





Crucibles 


For Melting Gold and Silver 
Without the Use of a Furnace 


@ Dica crucibles are made of the most heat re- 
taining materials and are uniform in composition. 


@ They do not crack when heated or cooled. 


@ They are designed with the correct pouring 
angle. 


Ask your dealer. 


BINNEY & SMITH CO. 


41 East 42nd Street, New York, N. Y. 
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Ask Your 
DENTIST 


Dentists in every state in the union 
use our Dental Golds and send their 
precious metal scrap to us for refin- 
ing. We are indeed proud of the 
confidence placed in us by the dental 
profession and those jewelers who 
have entrusted their scrap to Spyco. 


Gather up your old jewelery, filings, 
and sweepings today and send them 
in. Our check, representing full val- 
ue, will be mailed to you promptly. 


Send your old gold to 


SPYCO 


SMELTING & REFINING CO. 


5§ SO. THIRD ST., MINNEAPOLIS, MINN. 
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WORKSOP WOES € QUWIFIRITIES. 


Mirror Plating 


Please give me full information or where I can obtain 
a correct formula on how to strip all sizes of old mirrors 
to the plain glass, and then a correct formula on how 
to mix quicksilver or dissolve same so it can be applied 
in liquid form to make a new, substantial mirror out of 
the old one, which I previously have stripped of the old 
mirror. W. T. L. (Question No. 4226.) 

Answer.—To make a formula for silver plating mir- 
rors proceed as follows: 

No. 1 solution—water, 5 oz.; silver nitrate, 1 oz.; add 
CP ammonia enough to redissolve the precipitate which 
appears. Then add water to make one gallon. 

No. 2 solution—water, 10 oz.; rochelle salts, %4 oz.; 
silver nitrate, 1% oz. Filter and add water to make one 
gallon. 

When you are ready to plate, mix No. 1 and No. 2 
solutions in equal parts. To prepare the mirror, first 
clean it off with diluted nitric acid. Then scrub it with 
whiting until it is chemically clean. Place the mirror in 
a level position and then allow the solution, which had 
been previously mixed, to flow over the mirror. As soon 
as the color appears rinse with distilled water. Stand it 
up on edge until it is thoroughly dry, and then give it 
a coat of paint to protect the plating. 


Soldering Lugs 
I had the misfortune to break a lug on a Swiss watch 
edge, and the metal is of some soft alloy that I cannot 
solder. I would like to know if you can help me by tell- 
ing me how to repair the lug. G. F. F. (Question No. 
4227.) 
Answer.—In regard to the soft metal alloy on the 
Swiss watch case, you will find that this is an aluminum 


* alloy, and that you cannot solder it sufficiently. 


A\term Clock. 


Kindly let me know if it is possible to make the center 
wheel of an alarm clock movement revolve two times 
per second for a period of about 20 or 30 seconds. I 
have tried using a centrifugal force governor, but it does 
not work accurately. The clock movement is to be put 
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on a hand-cranked camera, two revolutions per second 
making 16 exposures per second, a normal movie camera 
speed. Kindly let me know if it is possible to be made or 
one similar to regular movie camera movements. H. F. C. 


(Question No. 4228.) 


Answer.—We do not believe it will be possible for you 
to make a center wheel on an alarm clock movement to 
revolve two times per second for any period of time. 
The main spring in a clock of this kind is not strong 
enough to carry the center wheel at this rate. We believe 
you would have to have a special movement made for 
this purpose. 


Iniaying. 

How should one proceed to do gold or silver inlay 
work on fancy guns? What I want to do is to put in 
small surface initials or monograms in precious metal. 
It is my idea that these are engraved and then heavily 
gold or silver plated within cutting of the engraving, 
but, of course, the steel of the gun is to be reblued, and 


I want any information I can get on the subject. Can 
you help me out? H. P. F. (Question No. 4229.) 


Answer.—To do inlaying that you require on fancy 
guns, your first step will be to engrave the initial that 
you wish to inlay. When this has been cut very accurately 
then go round the edge of the inlay and undercut it. 
Then saw out the initial of gold or silver to fit this 
engraved space, and make it slightly fuller, or, in other 
words, so it will be above the inserting surface about a 
64th of an inch. With a bright polished round-face 
hammer, you should then be able to hammer this gold 
down into the engraved part, swelling it out against 
the undercutting which will hold it in position. If this 
work is done accurately, you should be able to have a 
smooth finished surface which may be engraved as de- 
sired.. You should be able to do this without injuring 
the blue on the gun barrel, which you will find is a very 


’ exacting job. 


Lee Soldering Iron. 


How should one go about tinning a soldering iron? A 
subscriber says that the one he has does not pick up soft 
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It pays Jewelers to sell Sweeps to us 


because we give BETTER RETURN S 


SWEEP SMELTERS. 
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Delivery guaranteed within 3 days 


George Palestro 
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NEA nom EWELRY G ENTER 


Select, quiet, luxurious —/NEXPENSIVE 


Ideal as headquarters for the jewelry and kindred 
trades. Near business centers, theatres, smart 
shops. 801 rooms, each with private bath (tub and 
shower), mirrored doors, circulating ice water, etc. 
RATES For one person—$3.50, 4, 5, 6, 7 


For 2 persons—add one dollar, any room 
Suites (parlor & bedroom) —$9, $10, $12 


Direct subway line to Maiden Lane district from 
Grand Central Terminal, 
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solder as a good iron should. W. C. M. (Question No. 
4230.) 

Answer.—In order to tin your soldering iron success- 
fully, obtain a clean brick, place a quantity of soldering 
paste on it and some soft solder. Then heat your solder- 
ing iron and rub it back and forth on the brick, until it 
is brightened. By following this method you can easily 
obtain a good coat on the iron. 


Eiacero-Phising, 
I am looking for some information on electric plating. 
What I would like to know is what power generator I 
must have to do a good job on fairly large articles such 
as crystal clock cases and smaller articles of jewelry? 
What solutions must I use for developing a nice gilt 
plate and for gold, silver, etc.? I have an old Ford gen- 
erator, in good condition, developing 10 amperes. Is this 
enough for a good job with everything in good condition? 
If you have any book on electro-plating showing dia- 
grams of wiring, voltage, etc., and solutions for the dif- 
ferent finishes, would you please furnish same? D. M. H. 


(Question No. 4231.) 


Answer.— If you expect to do electro-plating on large 
articles, such as clock cases, etc., you will require a gen- 
erator wound for 6 volts and 50 amperes. This writer 
has a generator wound for 714 volts and 250 amperes 
with rheostat for voltage control. While the latter ma- 
chine is fine for extra large work, at the same time, the 
50-ampere generator is sufficient for any ordinary sized 
jewelry articles. We do not believe that your Ford gen- 
erator will be suitable for anything except rings and such 
small articles. 

A good formula for 24K Roman coloring solution 
may be made as follows: 1 oz. sodium cyanide, 5 dwts. 
fine gold reduced to gold chloride. Water 1 quart. 

Roll the fine gold very thin, anneal it and then dissolve 
in 1 oz. of aqua regia, which is composed of 1 part C. P. 
nitric acid and 3 parts of C. P. hydrochloric acid. Place 
the gold and aqua regia in a Pyrex beaker, on the hot 
plate and apply heat until it is all dissolved, then evap- 
orate it to a syrup, which is chloride of gold. Add this 
with constant stirring to your sodium cyanide, which has 
been previously dissolved in hot water. This is your 
Roman coloring solution and is now ready for use. Use 
a fine gold anode rolled thin and annealed. 

Silver solution may be made to the following formula: 

Sodium Cyanide 6 ozs., fine silver, reduced to silver 
chloride, water 1 gallon. 

Roll the silver very thin, anneal it and then add 1 part 
C. P. nitric acid and 1 part water for each part of fine 
silver. Place in the Pyrex beaker and set it on the hot 
plate. Apply heat until all the silver is in a clear 
solution. If not all dissolved, add more acid. Then add 
hydrochloric acid with constant stirring until the silver 
is all precipitated as silver chloride. This will be a white, 
curdy precipitate, which must be allowed to settle until 
clear. Heat promotes quick precipitation and settling. 
Pour off the clear solution and add hot water, stir 
and allow to settle again. Repeat this several times to 
remove all traces of acid. Then add the silver chloride 
to your sodium cyanide which has been previously dis- 
solved in water. 

This will be your silver solution and is now ready for 
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use. Use a fine silver anode, rolled thin and annealed. 
For a gallon solution we would advise a strip of fine 
silver about 6 x 2 inch x 18 gage thickness. 

We do not believe that you will find a book that de- 
scribes all kinds of plating in detail. Much of this in- 
formation, that is up to date, is found in articles in the 
trade papers, and this is your best source of information. 


p latinum Plating. 
A jeweler is interested in making a solution for plating 
white gold rings which have been sized and which were 
previously plated with platinum. 
He asks instructions for dissolving the platinum and 
what process should be used for depositing the solution 
on the jewelry. W. L. & Son. (Question No. 4232.) 


Answer.—Make up your platinum solution on the 
following formula: 


PE ENS 5 5a 5 65h ceases 100 gr. 
Radian SOI oo ncs so 0s eceanneeane 100 gr. 
Platinum (to be converted to platinum chlo- 

GI sic0eicxdauadatiae teeta tone 10 gr. 


The platinum chloride may be prepared by rolling the 
platinum very thin and annealing it. Place it in a pyrex 
beaker, then add about 60 cubic centimeters of agua- 
regia. Place the beaker on a hot plate and apply heat 
until the platinum is completely dissolved. If you do 
not have sufficient agua-regia, more may be added until 
the platinum is completely in the solution. Then evapo- 
rate this solution to a thick syrup, which is platinum 
chloride. 

Next dissolve the platinum chloride in 100 cubic centi- 
meters of water. Dissolve the ammonia phosphate in 200 
cubic centimeters of water, and add to the solution of 
platinum chloride. Dissolve the sodium phosphate in 700 
cubic centimeters of water and stir it into the platinum 
solution, when the precipitate previously formed will 
redissolve. Now boil until the odor of ammonia has 
disappeared then add water to make up for evaporation. 
The finished solution should have a volume of 1000 cubic 
centimeters. This bath should have an acid reaction, 
which may be readily tested with a piece of blue litmus 
paper. Use the solution at a temperature of about 180 
degrees and with a platinum anode. The current re- 
quired should be from six to eight volts. Work will al- 
ways come out of this solution rather black or dark in 
color. It may be readily polished with green rouge. 


Rusty hair springs 
We have had no end of trouble with repairing watches 
that have been in the ocean (salt water). Can you give 
us a formula or process for handling some so that rust 
will not return after watch has been made apparently free 
from same? We have had instances where a watch had 
not yet rusted, still in about two weeks rust appears 
where certainly there had been none before. (Question 


No. 4833.) —W. M. C. Co. 


Answer.—You will find that your trouble is concerned 
with the salt atmosphere. You cannot guard against this 
to any extent. Your only recourse will be to make your 
cases as near tight as you possibly can. There is no other 
way that you can remedy this trouble. 
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Special Notices. 


Payable invariably in advance. 

Rates under all headings except 
“Situations wanted” $1.50 for first 35 
words. Additional words, 5c. a word. 

SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisemen 


t. 

Special notice forms close 20th of 

month. 
Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 

In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 


Situations Wanted. 
Under this heading, 75c. for first 
25 words, 5c. for each additional 
word; minimum charge, 75c. 





I’LL MANAGE your store pleasingly. 
— “J., 6957,” care Jewelers’ Cir- 
cular. 


ABLE CREDIT SALESMAN seeks posi- 
tion. Address “B., 7016,’’ care Jewelers’ 
Circular. 


GIVE ME the windows and merchandise ; 
T’ll do the rest. Address “J., 7020,” 
care Jewelers’ Circular. 


ELIGIBLE SALESMAN seeks connection 
with reputable store. Address “L., 
7062,” care Jewelers’ Circular. 


STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort 

7392, New York. 


JEWELER, expert repair man, fast work- 
man on ensemble rings and lodge rings, 
wants a steady job. Address “A., 6831, 
care Jewelers’ Circular. 


MY REPUTATION (as a retail salesman) 
speaks for itself. Address “A., 6961, 
care Jewelers’ Circular. 


WATCHMAKER, 44; store, factory ex- 
perience. Robert Goodden, 217 Yates 
Ave., Springfield, Ill. 


ENTERPRISING young man seeks con- 
nection as salesman with expanding 
chain organization. Address gi, 
6967,” care Jewelers’ Circular. 


RETAIL SALESMAN, young fem, well 
versed in every branch, seeks a per- 
manent position. Address “R., 6965,” 
care Jewelers’ Circular. 


EXPERT watchmaker and _ engraver; 
knowledge of optics; 18 years’ experi- 
ence; A-1 references. Write 1115 E. 
62nd St., Chicago. 


IN AN AUTOMOBILE it’s the motor; in 
a store it’s the salesman; write me if 
this ad has captured you! Address 
“K., 6958,” care Jewelers’ Circular. 






































YOUNG MAN, experience two years, 
wishes position as watchmaker; salary 
$20 week; own tools. J. J. Apoldo, 
2280 Bathgate Ave., Bronx, New York. 





YOUNG LADY, five years’ general ex- 
perience in factory office of manufactur- 
ing concern. Miss Saslaff, 1726 62nd 
St., Brooklyn, N. Y. UTrecht 6-3223. 





MATERIAL MAN wishes permanent posi- 
tion; age 33; 16 years’ experience. 
Address “G., 7058,” care Jewelers’ Cir- 
cular 





WATCHMAKER, A-1 mechanic on high 
grade Swiss, American, me 
watches ; reference. Address ‘ "Ls, T0aks 
care Jewelers’ Circular. 





STENOGRAPHER-TYPIST, young lady, 
high school graduate, bright, desires 
position; small salary. Address “F., 
7049,’ care Jewelers’ Circular. 





PROGRESS IN YOUR STORE, is what I 
assure through my methods as sales- 
man and window trimmer. Address 
“N., 7064,” care Jewelers’ Circular. 





CREDIT JEWELRY SALESMAN wishes 
position; 15 years’ experience; best of 
references. Robert Barber, 1007 No. 
Harper Ave., Hollywood, Calif. 





ANSWER THIS ONE, if you require the 
services of an aggressive retail sales- 
man; references’ of excellence are avail- 
able; thank you. Address “T., 6966,” 
care Jewelers’ Circular. 





ENGRAVER, experienced in monogram- 
ming and lettering, wants permanent 
position; best references. Raymond 
Darnell, 1232 Tecumseh St., Indian- 
apolis, Ind. 





PAWNBROKER AND SALESMAN, mid- 
dle-aged, married man, 10 years’ ex- 
perience, wishes position anywhere; 
A-1 references. Address “Z., 6968,’ 
care Jewelers’ Circular. 





FOR THE PAST DECADE I’ve knocked 
about from store to store for the pur- 
pose of learning various ways of selling. 
— “N., 6960,” care Jewelers’ Cir- 
cular 





THE MAN BEHIND your counter is as 
important as the person in front of it; 
let me show you my importance behind 
it. Address “B., 6954,” tare Jewelers’ 
Circular. 


SALESMAN for the Pacific Coast; only 
representative houses; best of ’refer- 
ences. Ben Latz, 410 N. Fuller Ave., 
Los Angeles, Cal. 


MESSENGER-PORTER, young, 
colored man; married; with last firm 
five years. Address “J., 7110,” care 
Jewelers’ Circular. 


RETAIL SALESMAN, capable manager, 
live wire and business builder, desires 
permanent position. Address “D., 7104,” 
care Jewelers’ Circular. 














YOUNG MAN, thoroughly experienced in 
retail and pawnbroking business; ex- 
perienced appraiser; A-1l salesman; 
finest references. Address “C., 7103,” 
care Jewelers’ Circular. 


A-1 WATCHMAKER, 17 years’ experi- 
ence on high grade watches, desires 
permanent position; can furnish best 
references. <A. Kleinberg, 333 Roebling 
St., Brooklyn, N. Y. 


A-1 WATCHMAKER on high grade Swiss 
and American watches; will start at 
$30 weekly; best references; prefer 
small town. Aptekman, 1647 Washing- 
ton Ave., Bronx, N. Y. 


FIRST WATCHMAKER, jeweler and 
clock repairer; reference; am _ steady 
worker; must be permanent position ; 
15 years’ experience; married. Box 
325, Washington, Indiana. 


EXPERT WATCHMAKER, ENGRAVER; 
capable of taking full charge, all kinds 
of repairs; commission or salary basis. 
Address “Circular, 378,” aed W. Adams 
St., Chicago. 


WATCHMAKER, JEWELER, 
stone setter, fair salesman, sober, de- 
pendable, capable of taking complete 
charge of small store. P. O. Box 765, 
Gastonia, N. C 

















neat, - 


CREDIT STORES are doing the busi- 
ness today and it is a credit store with 
which I wish to connect as salesman. 
_— “M., 7063,” care Jewelers’ Cir- 
cular. 


YOUNG MAN, 24, neat appearing, de- 
sires position with wholesale or retail] 
concern, anywhere; five years’ experi- 
ence; best references. Address “A,, 
6974,” care Jewelers’ Circular. 








MANAGER, thoroughly experienced, with 
ears of proven ability in the credit 
ewelry line, seeks position with reliable 
outfit. ddress “N., 6885,” care Jewel- 
ers’ Circular. 





JEWELER, experienced gold and plati- 
num, new and repairs, on watch cases, 
wants position; store preferred. Ad- 
— “C., 7007,” care Jewelers’ Cir- 
cular. 





IF YOU NEED an able assistant in your 
store, = who is capable creating sales 
or compl ing with other requirements, 
— . 7061,” care Jewelers’ Cir- 
cular 





CREDIT SALESMAN, clean-cut young 
man of pleasing personality, capable 
producing, seeks connection with reputa- 
ble house. Address “F., 7018,’ care 
Jewelers’ Circular. 





WATCHMAKER, 35 years’ experience; 


also clock and "jewelry repairing ; sober, 
no bad habits, but always on the job. 
S. W. Gray, 917 So. 
Winston-Salem, N. C. 


Marshall St., 





WATCHMAKER desires position; real 
mechanic; can do staffing, pivoting, 
jeweling, hairspring and escapement 
work on any American and Swiss watch, 


M. H. Carpenter, Ashland, N. J. 





WHAT YOU’VE BEEN waiting for! A 
highly recommended young man of 
managerial capacity and pleasing per- 
sonality is ready to serve you. Address 
“H., 7059,” care Jewelers’ Circular. 





A-1 COMBINATION watchmaker, jeweler, 
set diamonds engrave; age 31, 13 
years’ experience. $45; references. 
— 6811,” care Jewelers’ Cir- 
cular. 


WATCHMAKER WANTS POSITION with 
Te firm; $60 ong week or percent- 
basis; must be steady work and 

p enty of it. Address “F., 6771,” care 
ewelers’ Circular. 


BENCH HAND EXPERIENCE, jeweler, 
38, 19 years’ experience on ‘all kinds 
and grades, rin brooches, watch 
cases etc, new and repairs. Address 
ues 6810, ” care Jewelers’ Circular, 











EXPERIENCED all round mechanic, 
salesman, wishes connection with store; 
opportunity to buy or become partner; 
married; reliable; references. Address 
“H., 7053,’”’ care Jewelers’ Circular, 





WATCHMAKER, competent, desires per- 
manent position; experience in selling, 
estimating, also i repairing; high 
school graduate; ag m. Schmett- 
-berger, 309 Chew St, Philadelphia, Pa. 





YOUNG MAN, 21 years of age, single, 
has just completed course at Bradley, 
desires position as watchmaker, jeweler 
and stone setter. “Watchmaker,” 418 
College St., Peoria, Ill. 





engraver, 





WATCHMAKER, A-1, first class man, 15 
years’ store experience; all tools; best 
reference; also jewelry repairer. Ad- 
oe P. Vuozzo, 947 E. 223rd St., New 

ork. 





ALERT YOUNG MAN desires peerieey 
to learn the wholesale or retail business ; 
will make himself generally useful ; first 
class reference. Address “M., 7084,” 
care Jewelers’ Circular. 





WATCHMAKER, age 40, skilled workman, 
20 years’ experience ; sales ability : 
neat + fae y moderate’ salary; 
references. Address “Watchmaker,” 
1071 East 14th St. Brooklyn, N. Y 





COMBINATION MAN, jeweler, engraver, 
watchmaker and clock repairer ; own 
tools; American; 20 years’ experience ; 
best references. Address “W., 7097,” 
care Jewelers’ Circular. 








